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CRAFTWALL 


A family room with warmth and charm everyone admires. Made possible with 
genuine wood Craftwall paneling. Its beauty is guaranteed for the life of the home. 


Your customers will admire this room, paneled in beautiful Craftwall, in Better Homes and Gardens. Here is 
genuine wood beauty that defies imitation. Craftwall is protected by an exclusive finish that resists scuffs and 
stains, cleans with a damp cloth. No waxing needed. Craftwall is the original 4", V-grooved, pre-finished wood 
paneling, guaranteed forever! Price? As little as $60 retail for an 8’ x 12’ wall. Coupon brings details. 


Walnut shown above. Choose from 9 different woods. 7' to 12’ 
lengths, or longer. You can offer Fire Retardant Craftwall, too. Weyerhaeuser Company * Roddis Division 
Dept. BMM-6561, Marshfield, Wisconsin 


Please send complete Craftwall 
information for builders to: 


Weyerhaeuser Company ie 
Roddis Division e« Marshfield, Wis. FIRM 








ADDRESS 
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white cement 


Trinity White is a product of 
General Portland Cement Co. 
. Offices: Chicago, Illi- 


nois + Chattanooga, 
Tennessee + Dallas, 
Worth, 
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“EVERYTHING HINGES ON HACER /.” 


C. Hager & Sons Hinge Mfg. Co. © St. Lovis 4, Mo. 
In Canada, Hager Hinge Canada Limited + Kitchener, Ontario 








Founded 1849 —Every Hager Hinge Swings on 100 Years of Experience 
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COMING EVENTS 


June 12-13—Southern Sash & Door Jobbers Assn., Pea- 

body Hotel, Memphis (Annual Membership Meeting) 
June 18-23—Forest Products Research Society, Ken- 

tucky Hotel, Louisville 
June 20-22—National-American Wholesale Lbr. Assn. 

Mark Hopkins Hotel, San Francisco (Annual Meet- 

ing) 
June 25-28—National Plywood Distributors. Assn., 

Sheraton-French Lick Hotel, French Lick, Ind. (19th 

Annual Convention and Trade Show) eo ‘ : 
Oct: 15-21—Nationsl Forest Products Week “DSC” means Dealer Sales Control, a phrase coined by this 
Nov. 4-7—NRLDA McCormick Place, Chicago magazine to focus attention on the most profitable business 

methods used today by dealers and wholesalers. It is one of 


WHAT’S COMING IN YOUR JUNE 19th BMM: the permanent management principles which guide the edi- 
‘ aeake & : tors in reporting and interpreting industry trends. 

mus ane on a leading cash- Controlling the sale at dealer level can stem from land con- 
+ Hardware-Paint-Tool Store Doubles Overall Yard trol, prefabing, financing, Home Center stores, strong retail 
Volume for Texas Dealer. advertising, installation services, sales of new homes or re- 
+ Folded Plate Warehouse for Colorado Wholesaler. modeling packages to builders or consumers. 
+ Inventory Control by Machine Accounting. DSC means product brands and specifications controlled by 
* Paint Merchandising Tips. the dealer. 
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Screw Shank Screw Shank Ring Shank Ring Shank 
Flooring Nails Masonry Nails Shake Nails Dry Wall Nails 


...fing and screw shank nails 


e Greater Holding Power— Fewer Nails Needed 
e Easier Driving— Faster Work— Less Labor 


e Stronger— Tighter— More Solid Construction 


They not only hold tighter when driven, but the nail threads 
lock with the wood fibres so that their holding power actually 
increases as the wood seasons. That’s why you can do a better 
job with fewer nails in most applications. Get a complete as- 
sortment of Continental Ring and Screw Shank Nails— 
Underlay, Dry Wall, Face Nails, Pallet, Pole Barn, and 
many other kinds for special applications. Do they sell? Just 
display the famous yellow Continental Nail Carton and see! 


Continental’s new nail mill em- 
¢ ploys a triple cleaning process 


SO CLEAN THEY ( that eliminates blunted points 
PASS THE WHITE 


GLOVE TEST! 





and delivers cleaner nails—no 
work smudges. Mention this fact 
when you talk about nails to 
your customers. Brand new nail 
charts, stuffers and folders will 
Continental Ring and Screw Shank Nails melp to tell ditaed sales ssp 


are packed in 50 Ib. and 25 Ib. cartons 
and in 10, 5, and 1 Ib. boxes. 





SEE YOUR JOBBER OR WRITE TODAY 


CONTINENTAL STEEL 
CORPORATION:-KOKOMO-INDIANA 


; PRODUCTS PRODUCERS OF: Standard Styles of Galvanized Steel Roofing and Siding 
for city, farm, Nails, Staples; Lawn Fence, Welded Wire (Reinforcement—Galvanized), 15 


‘one “4 types of Farm Fence, Posts, Gates, Barbed Wire and other Wire Products 
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THE EDITORS’ VIEWPOINT 


Paint and Wood Are Good Partners 


ORE THAN 100 MANAGEMENT MEN, research experts and 

sales executives from the lumber industry and the paint industry 
sat down together in New Orleans late in April to solve some tough 
mutual problems. 


They buried the hatchet which members of each industry have often 
used when they placed the blame for poor paint performance on the 
other fellow. 


Everyone at the workshop recognized that lumber has taken a beating 
because of aggressive competition from coated aluminum as well as sales 
gains of hardboards, composition boards and brick. The sales drop has 
been particularly acute in wood siding, which has suffered from the 
“low maintenance” promotion of competitive materials. 


What the lumber producers want is a finish (paint, stain or film) for 
wood siding which can be guaranteed to last for 10 years—or more. 


Most of the paint brains at the workshop hedged on such a guarantee 
at this time—but they predicted great strides toward this goal if lumber 
could be prefinished under controlled factory conditions at the mills. 


There is even a theoretical possibility that some day chemists will de- 
vise ways to bond plastic resins “into” wood, achieving maximum dur- 
ability! 


One problem is that the mill people want fast-drying finishes, but 
paint technicians point out that this can endanger durability. There is 
also the problem of moisture control. 


Be that as it may, the cooperative industries group in New Orleans 
officially resolved to establish a joint research program and to speed 
development of better mill-applied finishes and application methods. 
Individual companies will also speed research. Special attention will be 
given to clear and natural finishes. 


We on BMM applaud these developments. We believe that prefinish- 
ing can benefit every one of our readers. 


When paint fails prematurely on wood, it is usually because of faulty 
application or cheap paint. In any case, the building materials retailer 
or prefabricator gets the complaint. The answer is to apply the finish 
under quality-controlled conditions. 


Also important is the news that several new methods of applying 
prefinished wood siding without nailing are under tests. These involve 
clip fasteners as well as adhesives. 


Component and house prefabricators will especially benefit from pre- 
finished wood siding. It is another step toward controlled industrializa- 
tion of housing. 


HILE STEPPING UP efforts to improve wood finishes and solve 

mill application problems, the lumber and paint industries con- 
ference also announced an educational program on proper use of paints 
and finishes now available, including simplified application instructions. 
This will aid every building materials salesman. 


Most of the experts agree that tract builders often allow painters to 


TURN PAGE 





LOW - COST 


WALL PANELING 


with 


SERVES 


SIMULATED BLONDE BIRCH, 
FROSTED BIRCH 
NATURAL BIRCH, 

CHERRY - WALNUT 


eee 
All- Wood Paneling 


READY FOR INSTALLATION 





8'X12' WALL 


FOR AS nar $25. 
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PAINT AND WOOD ARE GOOD PARTNERS— (cont'd) 


“get away with murder.” Coverage is poor and application is sloppy. 
Faced with early and costly repainting, homeowners howl in despair. 


Instead of insisting upon adequate painting, many builders simply 
switch to aluminum or other sidings and veneers which are primed or 
finished under factory-controlled conditions—or do not need painting. 


The workshoppers felt that as far as do-it-yourselfers are concerned, 
improper painting is simply a matter of ignorance. Masses of applica- 
tion literature are available, but apparently are not being used. 


The new wood and paint co-op committee will develop a modern 
manual on painting of wood. We hope that it will take some of the 
mysteries out of the confusing array of paint types now on the market. 


The committee is also instructed to get the manual effectively dis- 
tributed. This will supplement, not replace, “how-to” literature from in- 
dividual paint manufacturers. 


* * * 


HE BUILDING MATERIALS RETAILER is the key to effective 
distribution of educational literature on application of paint to wood. 


The dealer sells both lumber and paint to builders and consumers. In 
a growing number of cases, dealers sell to paint contractors. The trend 
among dealers, as depicted twice a month in this magazine, is to control 
the home modernization market through packaged selling (labor and 
materials), which puts the dealer in control of the painting. 


No matter what progress is made in finishing of new construction, 
the fact remains that 85% of all paints are sold for re-painting. Paint 
manufacturers admit that they haven’t been able to stop malpractices in 
re-painting. 


To help educate both the consumer and the builder, the combined 
paint and lumber industries must provide more and better sales tools, 
including sales training, specially designed for the one-stop merchandiser 
who markets both lumber and paints. 


As the major paint manufacturers work more closely with the lumber 
mills, we predict that they will develop greater market penetration 
among the progressive one-stop building materials retailers. 


In turn, every lumber dealer should accept the responsibility of edu- 
cating both consumer and builder on proper paint application. Larger 
yards should have a specialist in this field. Every dealer should mer- 
chandise prefinished lumber as it becomes available. Both of these re- 
sponsibilities are, in fact, opportunities for profitable salesmanship. 


* * * 


The Pointed Finger 


OBERT A. WHITNEY, prominent management consultant, has a 
word of caution for a manufacturer and wholesaler who points his 
finger at retailers for laying down on the job of creative salesmanship. 


“Remember,” Whitney recently told a wholesaler meeting, “when you 
point a finger, there are three other fingers pointing right back at your- 
self.” 

The same rule applies, we might add, to a retailer who points his 
finger at the wholesaler or manufacturer! 


—THE EDITORS 
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“DEPENDABILITY of PRODUCT 
DEPENDABILITY of SERVICE 
DEPENDABILITY of MANUFACTURER 





Cupples new “series 1100” is not just 

another sliding glass door. It’s truly a fine 

door—one you'll be proud to recommend and 

install in any home—even your own. It’s well-designed, 
well-constructed, and has many outstanding features: 

Strong tubular door sections, double wool pile weatherstripping, 
interlocking meeting rails, adjustable ball bearing rollers, 
beautiful Alumilite finish, choice of three frames— 

with or without integral fin and/or interior trim. 





And what’s more, you’! find the Cupples “1100” attractively priced to meet 
today’s competitive market. Once you see and examine this new sliding glass 
door you'll be amazed that anybody could offer so much value for so little. 


Now add to all this, the DEPENDABILITY of product, of service and 

the company behind the product (Cupples is a division of ALCOA) 

...and you'll quickly realize it’s time you investigated the 

Cupples dealership. Write today for the complete story. Address Dept. BM-61. 


CUPPLES PRODUCTS CORPORATION 
A DIVISION OF ALUMINUM COMPANY OF AMERICA 
2650 SO. HANLEY ROAD - ST. LOUIS 17, MO. 


W ALCOA 


2 CUPPLES PRODUCTS DIVISION 





CUPPLES OFFERS A COMPLETE LINE OF CUSTOM & STANDARD ENTRANCE DOORS, STORE FRONT METAL, CUSTOM & STOCK CURTAIN WALLS, PROJECTED WINDOWS & SLIDING GLASS DOORS 
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WHY IS 


ay 


SHEATHING 


LUMBER 
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PROFITABLE 
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BECAUSE YOU SELL 
SEASONED SHEATHING 
LUMBER ON THE SAME 
GRADE YOU ORDERED! 
Seasoned sheathing lumber from 
the Western Pine Association is 
finished lumber, and graded after 
finishing! It is properly dried at 
the mills under controlled condi- 
tions. This controlled seasoning 
helps the lumber to stay straight 
and true, maintaining its grade 
through shipment and yard stor- 


Next time you order, specify 


age. WPA seasoned sheathing 


lumber reduces yarding and han- 
dling costs—it can be piled solid 
without separator strips; it's 
lighter, easier to handle. The re- 
sult: more profit for you! 


BECAUSE SEASONED 
SHEATHING LUMBER CAN 
BE SHIPPED TO ‘OU IN 
MIXED CARS! No need order- 
ing more than what is currently 
required. No need waiting for 
less-than-carload orders. West- 
ern Pine Association's mixed 
shipments can deliver all your 


seasoned lumber requirements in 
one car: sheathing, studs, joists, 
paneling, finish, siding, mould- 
ings and other WPA quality wood 


products. The more than 450 
WPA mills offer a wide variety 
of grades and products in many 
species—all manufactured to the 
Association's exacting standard 
to assure uniformity and quality. 
The result; a suitable variety of 
stock with a minimum of capital 
investment: 


WESTERN PINE ASSOCIATION 
QUALITY GRADED SHEATHING LUMBER 


Department L-361, Yeon Building, Portland 4, Oregon 


IDAHO WHITE PINE «+ 
INCENSE CEDAR + 
LARCH + ENGELMANN SPRUCE 


(2 


» 


PONDEROSA PINE + 
DOUGLAS FIR 


SUGAR PINE 
* RED CEDAR « 


For solid lumber in rigid, strong sheet form—specify 


SHEET-BOARD 


WPA Sheet-Board consists of standard sheathing boards, laid side by 


side, sandwiched and glue-bonded together by heat and pressure between 


¢ WHITE FIR 
LODGEPOLE PINE 


two sheets of tough kraft paper. Available in easy-to-handle panels of 2x8’ 
or 2'x16’, with thicknesses of 25/32” or 11/16”. Requires no special storage 
precautions under normal exposure conditions. Recognized sheathing 
product for use in any construction insured through FHA. 


Western Pine Association mills produce highest quality 
SHEATHING AND SHEET-BOARD « FRAMING + DECKING + SIDING - PANELING + FINISH « MILLWORK + MOULDINGS 


Circle No. 7 on Handy Cover Card 



































tt 














SELLER 


4 STRONG REASONS YOUR 
BIGGEST SELLER Is 


Feather-lite 
1. STRONG on variety: 


Satisfy all your buyers with Feather-lite Aluminum 
Combination Doors ... Screen Doors . . . Self-Store 
Doors—in Standard or Pre-Hung Models. 


2. STRONG on auauity: 


All-Extruded Construction (in our own plant)... 
Full 1-inch by 24-inch THICK Stiles . . . Wool Pile 
Weatherstripped . . . Full Length Concealed Hinge 

.. Drip Cap Header .. . Weatherstripped Bottom 
Expander Fits All Standard Size Openings. (and 
much, much more!) 


3. STRONG on price: 


You don’t just beat competition. Overnight, you 
ARE the Competition! 


4. STRONG on support: 


FREE POSTERS, BANNERS, DISPLAY UNITS! 
Contact Feather-lite to help you SELL more. 







































































GENTLEMEN: 

Piease rush me the complete details on the doors checked below plus the I I 
facts on Feather-lite’s merchandising support program. : 

[1 Standard Combination [) Standard Self-Storing | Choice territories are still open. Use the coupon to get 


[] Pre-Hung Combination [) Pre-Hung Self-Storing in touch with Feather-lite . . . fast! 


nH 
BMM-4-61 [] Screen Doors 


 —————— 


COMPANY NAME 





AOORESS 


Be ih MANUFACTURING CO. 


[) | AM A DEALER Do 1 AM A DISTRIBUTOR 11710 CLOVERDALE - DETROIT 4, MICH. + WE 3-0064 


city 
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New Developments 


THE SETBACK IN APRIL HOUSE STARTS, after a three-month climb, confirms the 
viewpoint that there will not be any substantial upturn in 
private home building this year. 





April starts fell an adjusted 6% from March, according to 
Census Bureau reports. This was 7% below April of 1960. 





40-year mortgages for FHA-insured low-cost homes, as proposed 
in the omnibus housing bill, could spur starts late in the year. 





But many potential buyers are homeowners who are literally 
trapped in their old houses, unable to sell. This situation 
is aggravated as more liberal mortgage terms for new homes 
make them so much easier to finance than used dwellings. 





All of this contributes to a steady rise in home improvement 
activity. The proposed $10,000 FHA-insured remodeling loans 
for 25 years should help every dealer, wholesaler and building 
materials manufacturer. 











FAST GROWING CASH & CARRY--Moore's "Wholesale" Builders Supply, with 
headquarters in Roanoke, Va., looks forward to a sales volume 
of $16 million this year, based on new outlets in Allentown, 
Pa. and a new store in Roanoke. That would be more than 20% 
increase from 1960. 





Meanwhile, the discount concept keeps growing in all retail 
fields. In department store field, some established quality 
firms are fighting back by launching separate discount outlets. 
The belief behind casSh-and-carry and discount retailing is 
that our expanding maSs-production economy needs a mass-dis- 
tribution machine and that high-volume, low-margin stores are 
the answer. 








Latest convert to discount retailing is the F. W. Woolworth 

Co. President Robert C. Kirkwood announced last month that the 
first in a new chain of discount stores would open this year, 
under a new name. 





In building materials, there is equal growth among service 
retailers. But, it is safe to say that cash-and-carry re- 
tailing is here to stay. 





Incidentally, if you want to know BMM editors' viewpoint on 
cash-and-carry dealers, watch for your June 19th issue. 


ALUMINUM PRODUCERS CHARGED WITH ANTI-TRUST SUIT. It was inevitable 
that two of the "big three" in aluminum production and manu- 
facture would be targets of the Justice Department. Eleven 
Turn page for continuation 
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NEW DEVELOPMENTS (esins on page 13) 


YOU'LL HEAR 


EL UA | Wud i 


of the aluminum giants have been living with a constant threat 
of such action, Simply because they control primary aluminum 
from the mining to Stamping finished products. 





The government now wants Alcoa to sell its recently-acquired 
Cupples Products Corp., St. Louis window fabricator. 


Kawneer Co. and Kaiser Aluminum & Chemical Corp. have mutually 
agreed to terminate their merger arrangement which was to have 
been submitted to stockholders of the two companies. The De- 
partment of Justice had filed a suit claiming that the merger 
would be in violation of the antitrust laws. A statement 
released by the Kawneer Co. said that the decision to terminate 
the agreement was reached "because the two companies have found 
it impossible to agree upon a number of basic matters per- 
taining to procedures and operations." Reynolds Metals makes 
its own product lines, but did not purchase other fabricating 
companies. 





MORE ABOUT SPECIALIZED HOUSING FOR THE AGED. The Douglas Fir 
Plywood Assn. has had requests for their retirement home 
plans from more than 100 dealers, 500 builders and 5,000 pro- 
spective homeowners. 





Entire commmunities are being built for retirement folks in 
Arizona and Florida. But studies reveal that 80% of old- 
sters prefer to retire in their own communities or region. 





And more than 60% want to live in single-family dwellings, 
if possible. 








Items of interest to old folks: low cabinets, low wall ovens, 
sit-down sinks, plentiful storage, maintenance-free finishes, 
grab bar for showers and tub in bathrooms. 


WATCH FOR INCREASE IN HONEYCOMB CORES FOR HOUSING PANELS, both interior 


and exterior. The paper cores are bonded to gypsum board for 
non-load-bearing partitions; bonded to aluminum for exterior 


panels. 


Problem: one firm which has tried-and-tested honeycomb-core 
exterior panels failed to stir much interest among lumber and 
building materials dealers in a recent market test. Result? 
Probably another attempt to set up Specialized distribution 
to by-pass eStablished dealers. 











LUMBER DEALERS ARE LEARNING HOW TO SELL PREFABS. One Chicago-area 


dealer went after the business of a builder who erects some 
500 homes a year. Previously, this builder bought prefab 
units shipped from a hundred miles away. 


The dealer set up a fabrication plant in which he pre-assem- 
bles wall sections, makes roof trusses, etc. On price, he 
told the builder: "Let us supply 10 houses. Keep your total 
costs and you'll see that we not only are competitive but that 
you'll save by our service being only minutes away." 


The builder said okay. After only two houses were delivered, 
the deal was approved for the tract. The dealer gets reason- 
able markup on all materials and specialties, plus profits 

on fabrication labor. 





Lesson: Offer the complete package, not just the parts, plus 
personal attention. 
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Sales aids that help you to sell 


Ring-Lok and Grip-Screw Nails 


To help you promote Bethlehem’s new Ring-Lok and Grip-Screw nails we are offering 
free a counter card, a giveaway memo booklet, and a 4-page folder which highlights 
the advantages of these amazing nails. 


Ring-Lok Nails have ringed shanks which lock into the wood. 


Grip-Screw Nails have screw-like threads which cause the nails to turn 

into the wood as they are driven. 

With both types, fewer nails are needed on most jobs, speeding the work 

and saving man-hours. 

These new nails are available in easy to carry 50-lb cartons, in such popular styles 
as: flooring, pallet, drywall, underlay, and roofing, and siding. 

For sales promotion aids, full details, and prices of Ring-Lok and Grip-Screw 
Nails just call the nearest Bethlehem sales office, or write to us at Bethlehem, Pa. We'll 
gladly imprint your name and address on a supply of folders and memo booklets. 

And check your stock of these other quality Bethlehem products: regular wire nails 
and staples, annealed and galvanized wire, nuts and bolts, fencing, fence posts, 
barbed wire, baling wire, clothes line, and galvanized steel roofing and siding. 


HLEHEM STEEL COMPANY, BETHLEHEM, PA. 


For strength 
Export Sales: Bethlehem Steel Export Corporation 


. economy 
. versatility 


BETHLEHEM STEEL 
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All-Steel Utility Case a 
to help you sel 


SERS 


...and you can get up to a 50% 


Now, a great new merchandising idea that'll help you 
ring up more drill sales than ever . . . a deluxe, all-steel utility 
case that you can offer free to your customers with each Skil 
4" or %%" drill you sell. 








Both drills carry Skil’s regular retail price... and you 
get your full regular discount! 


What's more, 5 will get you 50! Order in quantities of 5 for 
either drill and you get a whopping big 50% mark-up! Full, 
regular mark-up on quantities less than 5 for either drill. 


DELUXE, ALL-STEEL CASE has rugged 
chrome handle and latch. Has a dozen and 
one uses around the home! 


ee 





Model 503K. Powerful, 2.5 
Taal om inle) col amm Bali Morel ahii-1 9 ¢-¥ co) 
power unit for 6 Snap/Lock %" Drill with 

Tools. Geared chuck. FREE UTILITY CASE 
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retail price of 
drill only 
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¥%" Drill with 
FREE UTILITY CASE 


va $3985 


retail price of Model 560K. Rugged 3 amp 
Gril only motor. Removable side 

ar-lalel(-Mielm:) 40e- Motels l¢ge) Mm Mall 
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mark-up on this special offer! 


Special self-display carton comes with each drill, along with 
colorful display card in case lid to make it a self-selling unit. 

Don't miss out on this one! It’s a limited time offer, so 
better get your order in right away. Call your wholesaler imme- 


diately, or write: Skil Corporation, Dept. 501F, 5033 Elston 
500 LINE 


Avenue, Chicago 30, Illinois, for details. 


SETI ING TREN DOS TODAY WITF LEA DERSHIF !? 
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Enjoy full earning power 
with genuine Mack parts 


Few truck operators would consider buying “‘will- 
fit” parts or “‘back-alley” service if they realized 
the few pennies saved could cost many lost dol- 
lars because of increased vehicle downtime and 
road failures. 

Yet some operators run this risk, driving their 
operating costs up unnecessarily. 

Truly cost-conscious operators, on the other 
hand, retain peak fleet performance by specifying 
genuine Mack parts and Mack-approved service. 

Mack replacement parts aré built to match per- 
fectly the operating characteristics of your Mack. 

Enjoy the full measure of the Mack truck earning 
power you invested in originally. Specify genuine 
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Mack-built and Mack-approved parts, and—if you 
do not service your own fleet—Mack service at 
any one of 375 Mack branches and distributors. 
By doing so, you not only get years of dependable, 
trouble-free performance, but you maintain the 
low-cost operation built into your Mack. Mack 
Trucks, Inc., Plainfield, New Jersey. Mack Trucks 
of Canada, Ltd., Toronto, Ontario. 


NMAC K 


FIRST NAME FOR 


TRUCKS... 
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ALSYNITE 


TRANSLUCENT PANELS 


A DIVISION OF REICHHOLD CHEMICALS, INC. 


Rep 
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ALSYNITE 


LEADS THE WAY 


BUILDS SALES WITH BIGGEST 
BACKING IN PANEL HISTORY 


Dealers across the country are turning 
Alsynite’s million dollar advertising promotion 
into real profits with Alsynite’s powerful sales 
aids and displays. The photos on this page 
show the effective way Whiting-Mead Co. of 
San Diego uses Alsynite merchandising aids to 
increase sales. Whiting-Mead is one of many 
successful Alsynite dealers who report that 
Alsynite’s national advertising in major maga- 
zines like LIFE, BETTER HOMES AND GAR- 
DENS, and HOUSE BEAUTIFUL brings archi- 
tects, contractors and do-it-yourselfers right 
into their showroom. With Alsynite’s point-of- 
purchase aids out front, dealers wrap up the 
sale immediately. Alsynite is the first and finest 
panel of its kind, the only panel that offers 
such a complete promotional package. Backed 
by the world-wide resources of RCI, a leading 
name in chemicals, Alsynite’s advertising and 
merchandising program pre-sells for you. If 
you’re not an Alsynite dealer as yet, but want 
to be part of Alsynite’s success story, send 
in coupon below today for full details, or 
call the distributor listed in the Yellow Pages 
of the phone book. Alsynite will lead the way 
to the biggest business you've ever had! 


SS a 
ALSYNITE, San Diego 9, California 


Attention Dept. AL-661: 
Please send me more details on Alsynite’s Promotional 
Program 


oo TEE CN AE RIE IR a De OS et Lae A 
tise ee 
Address 


a Zone__State 
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SELLING 
VINYL 
FLOORS 








No vacation this year— 


REMODELING ADS WORK HARD ALL SUMMER 
SELLING YOUR PROSPECTS RESILIENT FLOORS 


ADS ON TV AND IN 14 TOP MAGAZINES 
SELL PROSPECTS ON HOME FIX-UP 


Throughout the summer, ads for Armstrong floors are 
giving your customers new ideas on decoration and design. 

Consistent advertising on television and in leading maga- 
zines has made Armstrong the name that most customers 
think of when they think of floors. (In recent surveys, the 
Armstrong name was recognized about 3 to 1 over the next 
best known name in flooring. ) 

Full-page, full-color ads, appearing in 14 top magazines 
read by your remodeling prospects, help keep interest high 
in home improvement. 

And on TV, “Armstrong Circle Theatre” promotes re- 
modeling by do-it-yourselfers. Commercials show “how to 
do it” and give news about the latest remodeling trends. 

[his advertising, month after month, pays off for you in 
sales of every type of remodeling material. To get a bigger 
share of the fix-up market, tie in with the most widely rec- 
ognized name in foors—Armstrong. 





Magazine ads like this (left) keep 
your customers interested in re- 
modeling by showing them new 
decorating and design ideas they 
can adapt for their homes. 


Some 20 million viewers watch 
““Armstrong Circle Theatre.” 
Commercials, which feature tele- 
vision personality Hugh James 
(below), show do-it-yourself jobs 
and how to install Excelon Tile. 





Armetrong 
eoatiatteter ay 
waved s Meotetibone 


ExCELon vi 


Armstrong 
ej i fei & = 
THEATRE 





TYING IN WITH ARMSTRONG ADS HELPS 
OKLAHOMA RETAILER BUILD $80,000 
FLOOR BUSINESS IN ONE YEAR 


Bartlesville, Okla.—Although a relative newcomer to 
the flooring business, Limestone Lumber Company has had 
remarkable success. In the first year, it sold $80,000 worth 
of resilient flooring! 

J. L. Diamond, President of Limestone, says he became 
interested in the flooring business when he realized the 
excellent opportunity for both high profits and large 
volume. “Every day salesmen call on me with opportu- 


Limestone Lumber’s display of Armstrong Palatial Corlon 
is put where customers can see it. The firm takes good 
advantage of the trend to luxury sheet viny! floors by tying 
in with Armstrong national ads. 


nities for gross profits of 40 per cent,” he says, “but what 
is 40 per cent of $100? We want volume as well as profit. 
Flooring gives us both.” 

To get into the flooring business, Mr. Diamond set up a 
separate flooring department and hired Henry Freese to 
manage it. Because of Mr. Freese’s previous experience in 
the business, they were able to get off to a fast start. The 
Armstrong wholesaler, W. C. Tingle Company, also pro- 
vided valuable assistance. Keeping individual department 
records is helping the firm expand its flooring operation 
rapidly and profitably. Flooring sales are expected to top 
$100,000 for 1961. 

Right from the start, the company put the selling in- 
fluence of the Armstrong name to work. It has regularly 
displayed reprints of national ads and tied in with Arm- 
strong promotions. 

Armstrong floors have rounded Mr. Diamond’s building 
products line enabling him to reach more customers with a 
better “package” than ever before. 
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LUMBERTERIA SHOWS 
HOW FLOORS CAN BUILD 
FULL ‘PACKAGE’ SALES 


Hamburg, N. Y.—Draudt Brothers 
Lumberteria provides an excellent ex- 
ample of the selling boost a lumber 
dealer can get by adding Armstrong 
floors to his building products line. 
Flooring adds a brisk $18,000 to 
Draudt Brothers’ annual sales volume. 

The “Lumberteria” is a prosperous 
business in a town of about 9,000 
people. Effective selling and promo- 
tion techniques, however, enable 
Draudt Brothers to draw business 
from a larger trading area. 

About two years ago, Douglas D. 
Draudt, sales manager, began stock- 
ing Armstrong floors. He soon noticed 
improvements in both his do-it-your- 
self and contractor business. 


Two customers watch while D. 
D. Draudt demonstrates the advan- 
tages of Armstrong Excelon Tile. 


There were three reasons. First, 
since he had a complete line of build- 
ing products, he could offer “package 
remodeling sales.” This brought him 
new customers, new business. And 
since Armstrong is the only manu- 
facturer that makes every type of 
resilient floor, he could satisfy all the 
decorative, cost, and structural needs 
of his customers with Armstrong prod- 
ucts. 

Second, resilient tile floors are an 
excellent do-it-yourself item in them- 
selves. He was able to capitalize on 
the popularity of Armstrong Excelon 





The attractive exterior of Draudt 
Brothers Lumberteria tells cus- 
tomers that it’s a modern, well-run 
business. 


Tile as seen in do-it-yourself commer- 
cials on “Armstrong Circle Theatre.” 

And third, floors were building his 
walk-in trade. Customers for floors, 
Mr. Draudt finds, are prospects for all 
types of remodeling supplies from 
tools to lumber and nails. 


Small start 


Draudt Brothers went into the 
flooring business with a modest inven- 
tory of Armstrong tile and plenty of 
samples. Today, although they still do 
some selling from samples, their floor- 
ing display area shows customers a 
selection of tile and sheet goods. Mr 
Draudt has found that Armstrong Em- 
bossed Linoleum and sheet vinyl] floors 
such as Tessera Corlon are very pop- 
ular and return an excellent profit. 


Successful techniques 


Mr. Draudt has been quick to apply 
successful selling techniques used in 
other parts of his business to the sell- 
ing of floors. He features the Arm- 
strong name in displays and in his 
newspaper advertising. 

“People seem to have such faith in 
the Armstrong brand name that it cuts 
my selling time in half,” he says. 

He has found that a time-payment 
plan is an excellent sales clincher for 
selling the more expensive floors. 

“We're delighted,” says Mr. Draudt, 
“with the way Armstrong floors help 
complete our merchandising package 
and increase our walk-in trade.” 





PROMOTE RECOMMENDED ADHESIVES FOR EASY SELLING 
AND SATISFIED DO-IT-YOURSELFERS 
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Handy display cartons 
are ‘silent salesmen’ 


Special display cartons have been 
created to increase your sales of the 
five basic Armstrong over-the-counter 
adhesives (S-128, S-130, S-214, S-127, 
and S-700). These attractive cartons 
can be placed side-by-side on a coun- 
ter or shelf, or right on the floor next 
to your flooring display. 

When you sell the correct adhesives 
with Armstrong floors, you increase 
the customer’s confidence, and he’ll be 
more satisfied with the finished job. 
Ask your Armstrong wholesaler about 
the new display cartons. 





BIG SALES FOR 
SMALL TOWN DEALER 


Boaz, Ala.—C. L. Weathers, owner 
of Roberts-Weathers Company, is a 
salesman of determination and fore- 
sight, but he surprised even himself 
when he sold $15,000 worth of re- 
silient floors his first year in the floo 
ing business. That’s a neat trick for a 
building supplies dealer in a town the 
size of Boaz (population 4,700). 

When he decided to try selling 
floors to broaden his line, friends told 
him it wouldn’t be worth his time 
But he went ahead with his plans and 
consulted an Armstrong wholesaler, 
The R. A. Siegel Company. The 
wholesale distributor recommended 
colors and patterns to stock and told 


C. L. Weathers (center) shows Mr. 
and Mrs. J. E. Martin the range of 
colors in Palatial Corlon. His sales 
of luxury floors are growing rapidly. 


him about the Armstrong Traveling 
Installation School, which is offered 
at no charge to the dealer. Mr 
Weathers sent one of his employees to 
the school. 

As soon as he got started in the 
flooring business he found that he 
could sell Armstrong floors at a full 
markup. 

“We've tried to build a reputation 
for top-quality installation of top 
quality flooring,” he says. 

Concentrating on luxury _ sheet 
goods, Mr. Weathers now displays 30 
rolls and has increased his newspapei 
ads featuring Armstrong floors. 





Steps taken by 
Roberts-Weathers that 
earned $15,000 
of flooring business 
in first year 


Consulted Armstrong wholesaler 
for advice 

Chose starting stock of tile and 
sheet floors 

Sent an employee to Armstrong 
Traveling Installation School 

Set prices at full markup 
Advertised in newspaper and 
displayed floors in showroom 


Increased inventory as sales grew, 
emphasizing luxury sheet floors 
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SAVE AS YOU GO WITH CHEVY’S NEW REAR-ENGINE TRUCKS 


THERE’S A DOLLAR-SAVING 
DIFFERENCE IN CORVAIR 95! 


We mean there’s a whopping difference—the kind that puts a truck in a class by itself. You can 
see it, too, especially if you know where to look. In Corvair 95 design details, for instance— 
the things that tell you a truck is built with care throughout, crafted in a quality way that 
means more miles before trade-in and less expense along the route. We mean it’s the kind of 
difference that will pay off in dollars every day on your job! 


Power team and driver compartment—evidence of 

extra efficiency. Tucked neatly between the rear 
wheels is the most practical truck-design idea in 
years—the Corvair 95 Unipack power team. Engine, 
transmission and rear axle are combined in one com- 
pact, durable unit. Power is delivered to the rear 
wheels by the shortest, most efficient route. This 
unitized power train design (including an engine that 
measures only 17” high) takes up less space—allows 
for plenty of cargo room in the big pickup body. The 
engine itself is something new in save-as-you-go 
power: a tough aluminum air-cooled 6 that moves 
your loads briskly on a minimum of gas. Up front, 
the big difference in Corvair 95 design is apparent in 
a cab that gives you bird’s-eye visibility (no hood to 
limit vision), plenty of leg room, and a comfortable 
full-width foam cushioned seat (standard equipment). 


Corvair 95’s stay-together build goes unchallenged 
in this field. 


Super-rigid frame-floor assembly outperforms com- 
bination of separate frame and body floor. Eliminates 
a major part of a separate frame’s weight. 
Heavy-gauge crossmembers strengthen the under- 
body; form rigid foundation for front and rear 
suspensions—another reason for long truck life. 


Friction-free coil springs at all four wheels assure top 
load-carrying capacity and smooth ride. 

Precision Ball-Gear steering cuts friction (and wear) 
to a minimum; gives safe, easy steering. 

Unitized body construction means maximum strength 
with minimum weight—for bigger cargoes. 





Exclusive side loading ramp—Ramp- 
side models. Wide, ruggedly built side 
gate drops down to form convenient 
ramp for easy no-lift loading. 


Engine access door speeds up serv- 
icing—gives fast access to oil filler, 
distributor, coil, generator and oil filter. 























179% 


Dimensions point up new utility. Note long cargo area, 
short wheelbase, low 29% -inch rear loading height. 











There are literally scores of reasons why no other 
truck of this type can do so much to put you 
dollars ahead. There’s a cargo area that’s almost 
9 feet long . . . with balanced weight distribution 
that enables a Rampside or Loadside pickup to 
carry up to 1,900 lbs. of payload with a 4,600-lb. 
GVW. There’s a short 95-inch wheelbase for 
nimble maneuvering; deep-biting traction with 
engine weight in the rear; handsome styling that’s 
good for business. 

That’s Corvair 95’s special brand of efficiency, 
ready to give you bigger profit hauling in the 
years ahead. See for yourself at your Chevrolet 
dealer’s. . Chevrolet Division of General 
Motors, Detroit 2, Michigan. 


1961 CHEVROLET STURDI-BILT TRUCKS <2Zgnraa” 
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At Georgia-Pacific: MODERN 
EQUIPMENT World’s largest producer proves: All fir plywood is 


not alike! To assure the superior plywood that mod- 


'tmMACHINES- in? ern builders demand, giant Georgia-Pacific plywood 
operations have become wonderlands of machinery 

—all designed to improve the quality of the end 

FIR p LUuWwOOD product. For example, G.P. loggers now use special 
“air tongs’ that lift logs gently with compressed-air, 


thus preventing damage that would lower plywood 
QUALITY veneer quality. And there’s no more log-jabbing in 


Lathe peels plywood veneer in uniform sheets... 
adjusts to within two one-thousandths of an inch 
to assure absolutely uniform sheets of veneer. 


Mill pond boats treat logs gently... ‘‘donut-boats”’ 
replace traditional pikes; gently nudge logs to con 
veyer belts leading to debarker. 

“7 - _ 


« > . 
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‘ 


G.P. ponds: today, unique ‘‘donut boats’’ carefully 
guide and nudge logs from water to conveyer belts. 


Inside any of G.P.’s 13 plywood mills: more equipment and precision 
machines insure a uniform plywood of top quality. One massive 
example: a lathe that automatically aligns logs and peels them into 
uniform sheets of plywood veneer. Whatever the process, these 
machines help make a uniform end-product possible, marking the 
difference between ‘‘just plywood’’ and the quality Georgia-Pacific 
product. 


G.P. machines important to dealers, builders. In today’s highly 
competitive market, G.P.'s policy of ultra-modern plywood produc- 
tion is of great importance to both dealers and builders. A more 
uniform product can mean the difference between a satisfied 
customer and a dissatisfied one... between profitable repeat busi- 
ness and a one-shot sale. Georgia-Pacific calls this difference the 
‘vital plus'’’—and modern equipment is just one of its most im- 
portant factors. 


Timber ownership contributes to quality. Surrounding each bustling 
mill is another reason for the G.P. ‘‘vital plus’’—hundreds of thou- 
sands of acres of prime Douglas Fir. Ownership of stands like these 
lets G.P. choose only the best timber and only the best part of 
each log for plywood mills. The balance is used in G.P.’s broad line 
of products...such as hardboard, paper, pulp and chemicals. 
Plywood ingredient-control like this makes it easier to insure top 
quality, keeps Georgia-Pacific plywood well above the minimum 
standard for any grade. 


‘Vital Plus” includes faster service. Georgia-Pacific maintains a 
nation-wide network of 69 distribution centers—all stocked with a 
complete selection of fir plywoods in various grades, glue lines, 
lengths, widths and thicknesses—plus scarfed or cut-to-size panels. 
In addition, G.P.’s broad line of products allows mixed-car ship- 
ments of plywood sheathing... sanded, overlaid and textured ply- 
woods ... even hardwood and imported plywoods. 


Fast deliveries from these local centers coupled with superior 
machines and materials all add up to the ‘‘vital plus,’ make a ply- 
wood that is consistently better: fir plywood from Georgia-Pacific. 


GEORGIA-PACIFIC 


plywood .lumber .redwood - hardboard - pulp .paper.chemicals 
Equitable Building, Portland 4, Oregon 
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Spectacular ‘‘air tongs” protect veneer quality... 
use compressed-air to lift heavy logs gently, thereby 
reducing damage to plywood-producing veneer sec- .“ 
tion of logs. 
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NRLDA Launches Home Improvement Training 
Program; Endorses Purdue Institute 


WASHINGTON—The board of direc- 
tors of the National Retail Lumber 
Dealers Assn. has given unanimous 
approval to a program to put the re- 
tail lumber and building materials 
dealer in the forefront of the home 
improvement business. 

Teams of experts will go into the 
field to provide educational instruction 
to dealers on the remodeling market. 
FHA commissioner Neal J. Hardy has 
given his personal commendation to 
the proposed NRLDA program. 

Paul R. Ely, chairman of the 
NRLDA committee on market devel- 
opment and education, explained that 
the national association’s service pro- 
gram will consist of three phases. 

First will be an informational phase 
to be handled by the NRLDA public 
relations department. The second will 
consist of educational courses to be 
jointly sponsored by NRLDA and its 
affiliated regional groups. The courses, 
to be scheduled across the country, 
will cover six days of intensive training 
on selling and servicing the home im- 
provement market. 

The final phase will be creation of 
quarterly merchandising aids by 
NRLDA and also coordination of 
manufacturer materials for retail deal- 
ers. 

Endorse BIMI. In another action at 
the recent NRLDA board meeting in 
Washington, the NRLDA endorsed the 
Building Industries Marketing Institute 
at Purdue University, which is an out- 
growth of the Art Hood dealer work- 
shops sponsored by this magazine. 

The resolution made at the meeting 
provides that the “directors and em- 
ployed staff of NRLDA recommend 
and encourage the attendance of re- 
tail lumber and building materials 
dealers and their employes at the 
Building Materials Marketing Insti- 
tute.” 

A second resolution of the board of 
directors instructed the NRLDA mar- 
keting and education committee to 
“study the creation of a separate and 
distinct Department of Education with- 
in the general administrative frame- 
work of the National association, un- 
der the primary direction of an individ- 
ual experienced in this industry.” This 
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permanent and distinct department 
would work through “such mediums as 
the Building Materials Marketing In- 
stitute at Purdue University.” 

The first Purdue management and 
merchandising course was conducted 
early this year in Lafayette, Ind. The 
second Institute is scheduled for Sept. 
5 through Oct. 7. Art Hood, manage- 
ment consultant to Building Materials 
Merchandiser, is chairman of the In- 
stitute. 

This magazine offers an Art Hood 
Scholarship for the fall Institute. 

The complete NRLDA board of 
directors resolutions are as follows: 


Resolution #1 

WHEREAS, Home Construction repair and 
remodeling, building materials for which 
are all normally available from _ retail 
lumber and building materials dealers, 
has been and continues to be undergoing 
a constant and rapid state of change and 
improvement due to never-ending inno- 
vations in construction § techniques, 
building products and methods of mate- 
rials distribution, and, ‘ 

WHEREAS, The present and future retail 
lumber and building materials dealers 
of this country and their employes must 
be kept constantly aware of these in- 
numerable changes and advances if they 
are to fulfill their proper functions and 
obligations to the general public and 
achieve their purposes and objectives 
to themselves and those dependent upon 
them for their livelihoods, and, 

WHEREAS, Such awareness can only be pro- 


FHA COMMISSIONER NEAL J. HARDY, 
center, reviews textbook to be used by 
the NRLDA to instruct dealers in how to 
completely service the needs of home- 
owners on any home improvement proj- 
ect. Flanking Hardy is Paul Ely (right), 
education committee chairman and Win- 
field B. Oldham, NRLDA president. 


vided through the medium of properly 
organized, sponsored, directed and con- 
ducted educational and training pro- 
rams, 

NOW, THEREFORE, BE IT 

RESOLVED, That the Board of Directors of 
the National Retail Lumber Dealers 
Assn. formally recognize, endorse, co- 
operate with and morally support the 
Building Industries ee Institute, 
previously endorsed by the 32 federated 
associations and currently being conduct- 
ed at, but not limited to, Purdue Uni- 
versity, Indiana, as one of this industry’s 
official Educational Centers, as a means 
of accomplishing the above objectives; 
that said Directors and employed staff 
of NRLDA recommend and encourage 
the attendance of retail lumber and 
building materials dealers and their em- 
ployes at BIMI. 

FURTHERMORE, This resolution does not in 
any manner whatsoever place NRLDA 
— any obligation to Purdue Univer- 
sity. 


Resolution #2 
RESOLVED, That as a means of providing 
the members of the retail and building 
materials industry and their employed 
personnel with the highest level and most 
professional type education activities 
possible, through the mediums similiar 
to Building Industries Marketing Insti- 
tutes variously located throughout the 
country, the NRLDA Board of Directors 
authorize and instruct the Marketing and 
Education committee to study the crea- 
tion of a separate and distinct Depart- 
ment of Education within the general 
administrative framework of the Nation- 
al association, under the primary direc- 
tion of an individual experienced in this 
industry and in the conduct of adult 
educational activities insofar as possible, 
with a staff sufficient to administer the 
affairs of such a department, to be un- 
der the advisory direction of a separate 
and distinct Committee on Education 
composed of manufacturers, educators, 
managing officers, dealers and members 
of the national staff, thereby creating 
the means and facilities which will bet- 
ter enable the members of this industry 
and their employes to perform their in- 
dividual and public obligations in a more 
valuable and beneficial manner to all 
concerned, and to report the results of 
its studies to the Board of Directors at 
the next annual meeting in Chicago, 1961. 





Training Program for Ohio 


WASHINGTON—Ohio dealers will be 
the first to benefit from the home im- 
provement training program officially 
adopted by the National Retail Lum- 
ber Dealers Assn. The course will be 
held from Monday, June 19 through 
Sunday, June 24 at a place to be an- 
nounced by Charles E. Benson, ex- 
ecutive vice president of the Ohio 
Assn. of Retail Lumber Dealers. 

The course has been officially 
named HAPI, abbreviation of Home 
and Property Improvement. 
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For conventional construction or components... choose 
Southern Pine for strength, economy and performance. 





For wall framing... 


proper seasoning at the mill assures uniform size and stability. 


For roof construction... 


Southern Pine dimension is uniformly graded over its entire 
length. This permits simple beam, cantilever, continuous or 
tension loading as’ required for trussed rafters. These same 
qualities also apply to conventional rafters and ceiling joist 
construction. 


For joisted floors... 

the U. S. Forest Products Laboratory, America’s foremost author- 
ity on wood, in their Technical Bulletin 408 rate Southern Pine 
tops for hardness, toughness, stiffness, bending strength, and 
nail-holding power, all requisites for dependable joisted-floor 
construction. 


* The Federal H&HFA says that the requirements for an all-purpose, full- 
length stress-rated grade to use in trusses and light framing is ‘‘most 
nearly approached today in SOUTHERN PINE." 

















“For quality Miller Homes, we use 
components built of dependable 
Southern Pine.” 


says J. Clifford Miller, Jr., President, 

Miller Manufacturing Company — 
Prominent Pre-Crafted Home Manufacturer. 
Richmond, Virginia. 


‘‘For trusses, wall units, and joisted floors... even 
for most of the interior and exterior finish ... we use 
Southern Pine exclusively. That way, we save time 
and money, and still satisfy the most 

discriminating of our Miller Home Buyers.” 


SOUTHERN PINE. me rai 


‘ 2 P. O. BOX 1170, NEW ORLEANS 4, LA. 
It s dry. = pre-shrunk. mi from the mills Please send the following technical bulletins: 


Stress Grade Guide O Trussed Rafter Data 


of Southern Pine Association. : = How to Specify Quality Southern Pine © SPA Buyers Guide 


Z c \ > P\ NAME 
FIRM NAME 
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FLATCAR LUMBER LOAD, developed by Signode Steel Strapping Co., ‘‘floats’’ as 
one unit in transit. Load and pile straps unitize packages around vertical T-fillers 


and horizontal separators. 


LUMBER FLOATS free 
of the four pairs of 
stub stakes in new 6B 
loading method. De- 
sign makes load suit- 
ed for use with cov- 
ers with no scuffing 
or damage to them. 











Floating Flatcar Loads Authorized 


CuicaGo—Only four pairs of stub 
stakes are required to hold loads of 
lumber 8’ or more in length, using 
the first flatcar shipping method that 
does not limit the amount of vacant 
space across the car. 

Fig. 6B “stakeless floating method” 
was recently authorized for unrestrict- 
ed use by lumber shippers by the Assn. 
of American Railroads. It was pub- 
lished in Section 5, AAR loading rules. 
Fig. 6B method was developed by Sig- 
node Steel Strapping Co. in coopera- 
tion with AAR and interested shippers 
to create lumber loading and handling 
economies. 

More than 125 test shipments were 
made before approval of the new 
method which eliminates custom-fitted 
braces and trusses formerly required 
to fill center gaps on flatcars. Longi- 
tudinal guide rails placed against each 


side of the unitized lumber load in the 
6B method prevent lateral movement. 

Loads can be made up in less time 
because packages are tied together 
with pile and load straps. They are 
arranged around a series of vertical 
T-fillers and horizontal separators that 
permit the lumber load to float free as 
One unit under impact. Receivers need 
only cut the straps to fork lift lumber 
packages off. 

A recent study by the National Re- 
tail Lumber Dealers Assn. indicates 
that this type of shipment can be un- 
loaded for as little as .054¢ a thousand 
bd. ft. R. G. Patterson, Signode’s for- 
est products industry manager, said that 
free literature containing complete in- 
formation about the 6B loading method 
and personal instruction in its use may 
be obtained by writing Signode Steel 
Strapping Co., Dept. BMM, 2600 
North Western Ave., Chicago 47. 





ASA Asks Siding Rule Cover All Types 


WASHINGTON—Trade practice rules 
barring improper advertising and sales 
of aluminum siding should include 
wood and all other types of exterior 
sidewall materials, aluminum manu- 
facturers claim. 

In an alternative application to the 
Federal Trade Commission, the Alu- 
minum Siding Assn. requests that any 
rules issued on residential aluminum 
siding also include all other siding 
“which compete with aluminum.” 
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Previously, ASA has asked only that 
the rules to be considered be limited to 
producers and distributors of alumi- 
num siding. However, in the latest 
brief filed with FTC, the Aluminum 
Siding Assn. cites numerous advertise- 
ments of the various competing side- 
wall materials “using the same prac- 
tices the rule would ban.” 

FTC recently issued for inspection 
a proposed rule which would include 
as industry members covered “all per- 


sons in any way” engaged in produc- 
tion, fabrication, distribution, retail 
sales, installation or application of alu- 
minum siding. ASA “seriously ques- 
tions” whether the FTC has jurisdic- 
tion over anyone below the manufac- 
turing and wholesaling level. 

The new brief says that many of the 
competing siding products are sold 
“by the same retail dealers.” There- 
fore, ASA asserts, the failure to in- 
clude all sidewall materials raises seri- 
ous problems, “both as to unfair com- 
petitive effect of the proposed rules 
and limitations of FTC’s jurisdiction.” 

Now under consideration by FTC 
are rules which would cover various 
types of sales practices and advertising 
statements on aluminum siding. They 
would prohibit deceptive statements, 
bait advertising, the “model home” 
theme, extent of temperature control, 
free offers, long life and no mainte- 
nance. 





Home Improvement Sales 
In 1960 Hit $13 Billion 


WASHINGTON—Homeowners spent 
more than $13 billion last year for 
maintenance and improvement of their 
homes, the Census Bureau estimates. 
This amount is equal to 75% of the 
total spent in 1960 for new construc- 
tion, with overall expenditures for 
housing starts and upkeep and im- 
provement reaching nearly $31 billion. 

Owners of single-family dwellings 
spent $7.9 billion on improvements, 
or 60% of the modernization total. 
Owner-occupants of single-family 
houses averaged $283 in expenditures. 

The Census Bureau also said home 
building activities dipped in April after 
a 3-month rise. Work was begun on 
private new homes at a seasonally-ad- 
justed annual rate of 1,233,000 units, 
down 6% from March and 7% below 
the year-earlier level. 

On the other hand, the Commerce 
Dept. cited new evidence of recovery 
from the recession. Personal income 
set a new record in April, while fac- 
tory sales and orders showed an un- 
usually large monthly increase of 4%. 
Personal income rose by $500 million 
to a seasonally-adjusted annual rate of 
$410.3 billion. 





HEADQUARTERS—Next spring Masonite 
Corp. will move its general offices to the 
two top floors of the 10-story Masonite 
Bldg. now under construction at the cor- 
ner of Washington and N. Wacker Dr. 
in Chicago. 
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3 REASONS WHY 


att-srec. PANEL'LIFT carace voors 


COST LESS TO INSTALL AND MAINTAIN... 


No Overhead Tracks 
No Springs 


No Counterweights 


By eliminating hard-to-install, 
troublesome tracks, springs, and 
counterweights, Panel-Lift, the 
all-steel, electrically-operated ga- 
rage door, cuts installation and 
maintenance costs by as much 
as 66%. 

Amazing new design works just THE 


like a venetian blind. Panels lift . 
vertically . . . glide quietly and LOWEST- PRICED 


smoothly in separate channels. 


Get all the facts about Panel-Lift MV 0 ST D U R A B [ FE 


Doors. Write today for brochure, 


specifications bulletin and com- ELECTRICALLY-OPERATED 


plete information. Address 


Dept. M-605. DOOR EVER MADE 


Seer FOR RESIDENTIAL OR 
INDUSTRIAL USE 





PANEL'‘LIFT DOOR CORPORATION 
Wholly-owned subsidiary of Standard Toch Industries, Inc. 
1724 CHESTNUT STREET—PHILADELPHIA 3, PA. 
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Building 
Materials 


MERCHANDISER 


New Product Parade 


Beauty-Line Bow Windows 


Andersen’s new Beauty-Line Bow win- 
dows fit either contemporary or tradi- 
tional homes. The bow windows are 
stock units arranged in an easily-detailed 
staggered semicircle. They are particular- 
ly adaptable to formal dining areas or 
for unusual picture window treatments. 

The factory-assembled units, with ven- 
tilating or stationary sash, are set in 
bow widths ranging from 8%’ to 13%’, 
permitting an expansive bow as much as 
seven-sash wide. Andersen Corp. 

Circle No. 201 on Handy Cover Card 
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Colorful Hardboard Panel 


A new decorative hardboard panel, 
called Sandalite, consists of colored par- 
ticles in a scatter mosaic design on a 
light blond Sandalweod background. 
Sandalite has a sealed surface. It’s avail- 
able in plain, Forall, random plank, 
punched and Tee-N-Gee panels. Uses 
include: wall paneling, cabinets and 
cabinet doors, ceilings, counters. 

Sandalite is easily worked and fabri- 
cated with hand woodworking tools or 
power equipment. Forest Fiber Products. 

Circle No. 202 on Handy Cover Card 
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Do-It-Yourself Aluminum Awning 


A new aluminum awning for windows 
and doors is designed for easy home- 
owner installation, with no cutting or 
drilling necessary. The Homeshield unit 
is offered as a complete package and 
retails for $9.95. 

Each awning unit contains two rafter 
assemblies, a choice of awning pdnels 
in one of four colors, one flashing panel, 
one valance and six screws. Panels are 
heavy-gauge aluminum finished in baked 
enamel. American Screen Products Co. 

Circle No. 203 on Handy Cover Card 





For more facts, use 
handy back cover 
coupon. 


Redwood Furniture 


Roofing Fabric 
Monoglas, a new glass 
fibre fabric, provides a com- 
pletely new roof right over 
the old. Used in conjunction 
with maker’s Rufferseal, a 
silicone liquid roof coating, 
Monoglas forms a monolith- 
ic surface that becomes an 
integral part of the original 
roof. Supplied in rolls of 540 
square feet, weighing just 
42 pounds. The Monroe Co. 
Circle No. 204 on Handy Cover Card 
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Williamsburg Pattern 


Called Williamsburg, a 
new ceiling tile in the Arm- 
strong Decorator Temlok 
line is patterned to comple- 
ment interiors using wood 
paneling and kitchen cabinet- 
ry. A series of interlocking 
circles, coordinated from tile 
to tile, create a free-flowing 
appearance. Willliamsburg is 
available in 12” x 12" x ¥%” 
size. Armstrong Cork Co. 
Circle No. 205 on Handy Cover Card 


Bi-Fold Package 


A complete Poly-Clad 
Plywall Bi-Fold package in- 
cludes factory-finished doors, 
hardware by Acme and com- 
plete installation instruc- 
tions. The floor-to-ceiling 
units require no jamb or 
trim. Door faces feature 
Plywall’s Rock Maple finish 
with Poly-Clad protection. 
Available in 4’, 5’ and 6’ 
widths. Plywall Products Co. 
Circle No. 206 on Handy Cover Card 


A new line of redwood 
furniture for indoor and out- 
door casual living is espe- 
cially designed for use in 
either patio or playroom. A 
free catalog including de- 
tails of over 325 lawn and 
garden wood products is 
available to dealers. Con- 
cord Woodworking Co. 
Circle No. 207 on Handy Cover Cord 


(continued on page 32) 
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Choose any window design your heart desires—or your new 
home plans dictate. Malta makes quality wood windows to 
suit every new home style, every new home budget. 


NOW 


THERES A NEW 
MALTA 


WOOD WINDOW 
FOR EVERY NEW 
HOME DESIGN... 
EVERY PURSE 
AND PURPOSE 


New, thin, trim lines and larger, vision-clear glass areas 
bring a new kind of charm, beauty and feeling of spacious- 
ness to every room in your home. Easy operation, rust-proof 
weatherstripping, toxic treatment of all wood parts and 
smart modern hardware provide a house life of window con- 
venience and extra values 

Malta’s practical designs, plus expert milling, help speed 
construction ... reduce finish worktime—cut building costs. 
And Malta’s factory inventory, plus the fastest delivery 
service in the industry, make Malta windows available to 
you almost overnight. These are a few of the reasons why 
Malta window sales are way ahead of the industry. 


Supreme Quality Since 1901 
THE MALTA MANUFACTURING CO. 
Executive & Sales Offices—120 Mill St., Gahanna, Ohio. Plant — Malta, Ohio 
Member Ponderosa Pine Woodwork Assn. and N.W.M.A. 
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Malta Casements feature 
snap-in wood grids for vari- 
ety in light divisions. 

Malta Picture windows for 
modern homes where the 
light, open look is desired. 


Malit-A-Vents provide cus- 
tom designs and intriguing 
picture window effects. 
Mait-A-Magic double-hung 
units feature fingertip ease 
of operation. 
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Malta ‘Town and Country’ — 
modern awning-type window 
at cost of double-hung units. 
Mait-A- Glide horizontal slid- 
ing units, with lift-out sash 
for easy cleaning. 


GUARANTEED QUALITY WOOD 


WINDOWS 


Circle No. 18 on Handy Cover Card 





NEW PRODUCT PARADE 


(begins on page 30) 





Reinforced Fiberglass Panel 


Designated XR1000, a new reinforced 
fiberglass panel is said to withstand the 
severest weathering conditions. The pan- 
els are available in a variety of colors 
and designs. Uses include: awnings, 
patios, roofing and fencing as shown 
above. A designer’s group may be used as 
screens, room dividers and shower en- 
closures. 

The Barclite panels are easily cut to 
desired size by a handsaw, are installed 
quickly with simple carpenter’s tools. 
Barclite Corp. of America. 

Circle No. 208 on Handy Cover Card 


Stair Treads 
Philippine mahogany stair 


No-Duct Kitchen Hood 
New 2100 Series No-Duct 


For more facts, 
use handy back 
cover coupon. 


Vinyl-Surfaced Gypsum Paneling 

New Vinyl-Guard gypsum decorator 
panels are protected from scuffs and 
stains by a clear film of vinyl plastic. 
In torture demonstration shown above, 
adhesive cellophane tape was applied to 
finish and removed without defacing the 
predecorated surface. 

Although core is of fireproof gypsum 
rock, the large 4’ x 8’ panels may be 
sawed or just scored with a knife and 
snapped to desired size. Vinyl-Guard is 
available in two wood-grain patterns. 
National Gypsum Co. 

Circle No. 209 on Handy Cover Card 


New Rancher 


Has a New Attic Fan 
fans are 


Masonry Fireplace for $275 


A prefabricated metal package that 
provides a complete masonry fireplace 
with a chimney for as little as $275 now 
is available. This includes the package, 
all masonry materials and 10 hours of 
labor—all that’s required. 

Dealers receive a large four-color, 
framed selector-order chart plus a sup- 
ply of order forms. This display along 
with one each of the two Heatilator 500 
Series Fireplace models available is a 
dealer’s complete inventory. Literature is 
available. Vega Industries. 

Circle No. 210 on Handy Cover Card 





Suburban 16” Oven 
A newly designed Subur- 


treads now are available as 
a stock item in random 
lengths. They also can be 
furnished cut to specified 
lengths. They are stocked 
in two widths, 10%” and 
11%”, and are 1 1/16” thick, 
the forward edge rounded. 
ILCO also offers Philippine 
mahogany landings, risers, 
handrails and banisters. In- 
sular Lbr. Sales Corp. 

Circle No. 211 on Handy Cover Card 
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Hood has heavy expanded 
aluminum filter for remov- 
al of grease; extra large ac- 
tivated charcoal filter for re- 
moval of smoke, fumes and 
odors. Installs easily on wall 
or under cabinet. Available 
in four sizes in Coppertone, 
brushed Chrometone and 
stainless steel. Prices list 
from $70.03 to $118.30. 
Ventrola Mfg. Co. 

Circle No. 212 on Handy Cover Card 


designed for horizontal in- 
Stallation in one or two- 
story homes with low-pitched 
roofs. Only 30” is required 
between fan and roof. Fan 
utilizes two steel corner sup- 
ports attached to a cross 
bracing. This holds both the 
fan blade and motor with 
belt drive. Home Comfort 
Products Div., The Lau 
Blower Co. 

Circle No. 213 on Handy Cover Card 


ban 16” Oven is available in 
a choice of five colors and 
brushed chrome. Models in- 
clude: electric and gas oven- 
broiler, and electric single 
oven. The complete Subur- 
ban line includes 16”, 18” 
and 21” built-in ovens. Lit- 
erature and prices are avail- 
able to dealers. Samuel 
Stamping & Enameling Co. 
Circle No. 214 on Handy Cover Card 

(continued on page 36) 
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Average $135 profit per unit in just 5-minute talk with customer! 


Hundreds of thousands of SHOPSMITHS have been sold by dealers 
who formerly said they had neither the space, nor the time, nor 
the technical knowledge to sell power tools. With little more effort 
than it takes to sell a small shelf appliance, SHOPSMITH gives you 
a ‘‘big ticket’’ sale and profit. SHOPSMITH builds traffic, commands 
attention . . . creates interest and profit out of all proportion with 
the small space it occupies (2 x 6 foot sales area). 


And here’s powerful promotion to help you: 
Generous new dealer discount; ‘‘Scheduled Shipment" plan for 
low inventory . . . quick turnover; powerful national advertising in 
5 FULL CAPACITY WOODWORKING TOOLS Saturday Evening Post, True, Better Homes & Gardens, Popular 
IN ONE SPACE SAVING, MONEY MAKING UNIT! Science, Popular Mechanics and Mechanix Illustrated; TW. radio 
y and newspaper advertising nationally; exciting consumer incen- 


e 9” Table Saw Power Mount... tive programs. 

* 12” Disc Sander for attachment of jointer, 

» 34” Lathe bandsaw, jig saw, belt Limited number of valuable franchises available now. Write for complete details. 
’ sander, compressor-sprayer 

e Horizontal Drill insures repeat sale traffic 


e Vertical Drill and continuing profits. 
YUBA POWER PRODUCTS, INC. 


830 EVANS ST., CINCINNATI 4, OHIO 


A Subsidiary of YUBA CONSOLIDATED INDUSTRIES, INC. 


Manufacturers of SHOPSMITH, SAWSMITH, CHOREMASTER and MIGHTY MOE. 
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Chicago builders get greater crack resistance at no extra cost with the 


KEYMESH - KEYCORNER - 


RL Le ee 
Nias , 


Lasting beauty and low maintenance are built 
into the new Williamsburg Apartments located 
in Chicago, Illinois. That’s because greater 
plaster-crack resistance is assured by reinforc- 
ing the lath and plaster walls. 

Valenti Builders, Inc., Chicago, found it cost 
no more to get this extra reinforcing quality. 
By specifying Keymesh, Keycorner and Key- 
strip galvanized reinforcing lath, the builders 
got top quality reinforcement with greater resis- 
tance to cracks and fire. 


Tiled bathrooms in the Chicago project have lasting beauty 
with KEYMESH reinforcement. The portland cement plaster 
reinforced with Keymesh provides a strong, maintenance- 
free base for the tile. You'll find Keymesh makes any gyp- 
sum Jath and plaster wall stronger and more crack resistant. 
Keymesh rolls out flat and laps without bulging . . . forms 
easily and cuts quickly. The open mesh permits rapid trowel- 
ing and assures a full, even thickness of plaster. Keymesh, 
Keycorner and Keystrip are galvanized against rust. 





KEYSTRIP is a new addition to the Keystone line of 
plaster reinforcement. Here, this flat strip rein- 
forcement is stapled over joints where narrow 
strips of gypsum lath are used. This use of Keystrip 
adds strength where needed. 





KEYSTRIP can be used as a reinforcement for plaster 
in a space too narrow for strips of gypsum lath. A 
full bond of Keystrip to the plaster is assured. Key- 
strip also adds strength to points of stress above 
doors and windows. 





three keys to stronger plaster 


GALVANIZED = 
REINFORCING = 
LATH : 


Inside plaster corners reinforced with KEYCORNER 
lath have almost twice as much resistance to crack- 
ing as corners reinforced with other materials. Re- 
cent tests and actual use confirm this feature. 

The men working on the Williamsburg Apart- 
ments, as on other jobs, found the preformed, 4- 
foot lengths of Keycorner easy to handle. Key- 
corner goes into place quickly and can be nailed 
or stapled. The open mesh design makes it easy to 
plaster over and assures a complete bond. 


Get quality wall construction with lath 

and plaster at low cost by specifying 

the three keys Keymesh, Keycorner 

information and routs orrecent ests AEVOTONE STEEL & WIRE COMPANY 
conducted by leading laboratories. Write Peoria 7, illinois 


Keystone Steel & Wire Company, 
: . ‘ Keycorner +» Keymesh - Keystrip - Keywall - Keydeck - Welded Wire Fabric 
Peoria a; Illinois. Circle No. 20 on Handy Cover Card 





NEW PRODUCT PARADE 


(begins on page 30) 
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ay 
Hardboard Has Look of Wicker 

Wickerbord, a new embossed _hard- 
board pattern, has the appearance and 
texture of fine wicker work. It is ideal 
for use in builtins, furniture and dis- 
plays. It offers unusual textured effects 
at scarcely more than the cost of ordi- 
nary hardboard. 

Like other Hines embossed hardboards, 
Wickerbord is a warp-free structure and 
it has the capacity for wet-forming into 
curves. Takes paint without sanding or 
filling. Samples and literature are avail- 
able. Edward Hines Lbr. Co. 

Circle No. 215 on Handy Cover Card 


For more facts, 


use handy back 
cover coupon. 
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NO. 250 
SELF-STORING 


DOOR 


Self-Storing Combination Door 


A new self-storing aluminum combi- 
nation storm and screen door has a “Z” 
bar jamb and bottom expander to fit all 
standard openings, thus assuring a snug 
fit when installed. Door is available in 
two prehung models: Nos. 250 (shown 
above) and 150. Each door is equipped 
with 27’ of Schlegel woven wool pile 
weatherstripping. 

Movable inserts tilt out for easy main- 
tenance and are adjustable for full or 
partial ventilation. Price list is available. 
Feather-Lite Mfg. Co. 

Circle No. 216 on Handy Cover Card 








A new paneling prefinished to give 
a bleached color appearance is ready for 
use by do-it-yourselfers or contractors. 
Protective topcoat of clear lacquer gives 
it satin-like luster, makes it highly re- 
sistant to scrubbing. 

Called Satinized Redwood, the panel 
is prepackaged in protective Noyo-Wrap 
and is end-labeled to show size, grade, 
contents and coverage. It’s available in 
%” Thrift and Quebec on up through 
regular 34” Noyo paneling in various 
widths. Union Lumber Co. 

Circle No. 217 on Handy Cover Card 


Adds Imperial Cherry 


New Abitibi wood-grain 
finish Imperial Cherry Plate- 
board is available in three 
hues: Traditional, Futura 
and Heritage, shown above. 
The easy to handle 4’ x 7’ 
and 4’ x 8’ panels are ran- 
dom grooved and are easily 
installed. Groove sides and 
bottom are smooth and lac- 
quer-coated for lasting beau- 
ty. Paneling is washable. 
Abitibi Corp. 


Circle No. 218 on Handy Cover Card 
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Adds Fruitwood Birch 


Kitchen Kompact is intro- 
ducing a new line of red 
birch cabinets called Fruit- 
wood Birch. The new line 
is of a lighter color with a 
subtle grain pattern and is 
in addition to the firm’s 
Warm Tone finish. Ship- 
ments of Fruitwood Birch 
wood kitchen cabinets now 
are available through all 84 
of the maker’s distributors. 
Kitchen Kompact. 

Circle No. 219 on Handy Cover Card 


Autumn Frost Door 


Only a hint of the natural 
birch grain shows through 
striking white finish of new 
Autumn Frost provincial 
door. Wood molding trim is 
flecked with gold. Plastic 
shipping cocoon guards the 
exterior door against soil, 
abrasion and moisture in 
transit and storage. It stays 
on through hanging to pro- 
tect door until home is oc- 
cupied. Young Door Co. 
Circle No. 220 on Handy Cover Card 
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Monkeypod Plywood 


Multi-colored and _ beau- 
tifully grained Hawaiian 
Monkeypod wood has been 
bonded to Philippine ma- 
hogany to produce the new 
hard-surfaced plywood 
shown above. All standard 
sheets of Monkeypod Ply- 
wood are 4’ x 8’ in thick- 
nesses of 44” and %4” good 
one side or both sides. Pat- 
terns are numerous. Lane 
Paskill Corp. 

Circle No. 221 on Handy Cover Card 
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Mother robin and her brood never had it so good! 
They’re nesting on a Philip Carey seal-down roof. 
Carey has the broadest line of seal-down roofing 
shingles in the building industry ... FIRE-CHEX 
ASBESTOS-PLASTIC SHINGLES—the only 
composition shingles guaranteed for 25 years... 
ROOFMASTER SHINGLES ~— giant size for 
faster application . . . SOL-SEAL SHINGLES— 
ideal for re-roofing or for new home construction. 


The sidewalls of this friendly little house are new 
random-scored STYLETEX. Styletex sidewalls 
are rich in spring-time color . . . offer maximum 
protection against fire and rot . . . stay fresh and 
beautiful indefinitely, thanks to Styletex’ special 
polymer plastic finish! Styletex is available in both 
clapboard and shingle styles. 


Write for free literature on any of these quality 
building materials from Philip Carey. 
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Hour beauliful 


MAGAZINE 





ROOFING SHINGLES 
SIDING 
INSULATION 
FOUNDATION DAMPPROOFING 
ASBESTOS-CEMENT BOARDS 


Inside, Outside 
g\l around the house 


PHILI 


® 
The Philip Carey Mfg. Company 


Cincinnati 15, Ohio 
Write Dept. BM-661 


Circle No. 21 on Handy Cover Card 
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er pay and a greater job challenge led him to Euclid Lumber Sales, Inc. 
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HOMEOWNERS ASK sales manager Dick Mooney about materials 
recreation room. He makes appointment for a followup call. 





THROWING SWITCHES on the New York Central was Dick Mooney’s job until high- 


HOUSEWIFE WELCOMES MOONEY, 
above. He inspects basement to make 
recommendations. At left, Mooney shows 
tile samples, working on kitchen table. 
He finds that much planning and choice 
of materials can be made with just the 
wife. 
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Dancer Become 


PERFECT 


SALESMEN 


for building materials dealer! 


¢ Probably the most common problem of retailers who want 
to sell packaged home modernization is to find good 
salesmen. 


Dealer Bernard Tessler, who has developed a successful 
remodeling business in Wickliffe, Ohio, says that a good 
salesman need not know the materials business—he can 
learn it. ‘‘But he must know how to sell, and he must be 
honest, intelligent, enthusiastic and eager to get ahead,’ 
Tessler says. 


Two of Tessler’s best salesmen are pictured on these pages 
—a former railroad brakeman and a former dance in- 
structor. Read about them on the next page. 
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STEPPIN’ FANCY, Art 
Bazauri is seen here 
as a dancing instruct- 
or for Arthur Murray, 
a job he left for more 
money and _ variety 
with Euclid Lumber 
Sales. 











SALESMAN ART BAZAURI figures a bill 
of materials for inside remodeling job. 


COMPLETE SALES KIT, except garage 
book and ceiling tile samples, goes into 
one case. Photos of previous jobs and 
letters from satisfied customers are in- 
cluded, along with price sheets, esti- 
mating forms and sales contracts. 
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The Perfect Salesman 


TO SELL MODERNIZATION PACKAGES, A NEW MAN NEED NOT KNOW THE 
BUILDING MATERIALS BUSINESS—HE CAN LEARN IT. SO SAYS SUCCESSFUL 
RETAILER BERNARD TESSLER. 


(Two of 


WICKLIFFE, OHIO 

ERNARD_ TESSLER, rotund 

owner of the Euclid Lumber 

Sales organization in this suburban 

Cleveland community, has two sales- 

men, among others, that he regards 
as just about perfect. 

This doesn’t mean they never miss, 
or that they couldn’t do better. It does 
mean that their faults are curable be- 
cause they have only to lJearn, not un- 
learn. 

Dick Mooney and Art Bazauri are 
star examples of Tessler’s unorthodox 
personnel choices. Mooney came to 
Euclid out of a New York Central 
railroad yard where he was a brake- 
man. Before selling home improve- 
ments for Euclid Lumber, Bazauri 
had been an Arthur Murray dance 
instructor. 

To get these men, Tessler ran no 
ads. Both came in the front door look- 
ing for a different kind of job. Neither 
one was looking for any guarantee 
or a soft touch—both were looking 
for opportunity. 

They have become case histories 
that prove Barney Tessler’s conten- 
tion that experienced lumber and 
building material salesmen are not al- 
ways the best talent for a legitimate 
home improvement sales team. 

“The lumberyard boys are some- 
times too technical and the suede shoe 
men are too sharp,” Tessler says, and 
he can cite exasperating examples to 
prove his point: 

“Just last year I stood there near 
the desk and heard one of my sales- 
men ask his customer if he wanted a 
‘detail frame.’ Now,” Tessler growls, 
“I knew the customer—he’s a fruit 
stand owner and was doing his own 
work on an addition to his stand— 
and I also knew he didn’t know what 
my boy was talking about. In fact, I 
myself wasn’t even sure, right off. 

“And the other kind,” Tessler goes 
on, “the fast-talking slick operators 
—can really close sales, but it takes 
six months to clean up after them. | 
gave one guy his walking papers and 
for weeks after deals kept popping up. 
Every one of them cost money—out 
of profits on other jobs—to make 
good.” 

The usual suede shoe boy, adds 
Tessler, won't give his employer or 
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the customer a square shake. 

“Why, they even figure the mate- 
rials shori,” he complains. 

Experience vs inexperience. Tessler 
thinks the faults of an experienced 
lumberyard employe—confusing tech- 
nical jargon or inept-sales approach— 
often outweigh the faults of an in- 
experienced man. 

“If a man looks good and wants to 
try something new, I'll pretty near 
always give him a chance,’ Tessler 
says. “The most important thing is a 
man’s ambition.” 

Of course, it goes without saying 
that Tessler weighs honesty, intelli- 
gence, optimism and other personality 
factors, too. But as far as particular 
skills are concerned, Barney Tessler 
couldn’t care less. 

“The world is full of guys who can 
add and subtract and figure jobs and 
know materials,” he points out, “but 


i _ INVENTORY 

| CLEARANCE SALE 
OPEN SUNDAYS 10-4 

EVENINGS TILL 8 


BARNEY TESSLER, owner of Euclid Lum- 
ber Sales, Inc., wonders whether Sun- 
day hours are worthwhile. ‘‘We get up 
to 150 customers on Sunday and some 
of them are big tickets, but maybe we'd 
get them anyway,” he says. But Tessler 
has no doubts about how to find big- 
ticket salesmen, as described in this 
article. 


Tessler’s star salesmen are pictured on the preceding page). 


it is not full of people who can sell, 
and that’s what I want—good sales- 
men who can turn in good sales with 
a profit margin and no squawks.” 

In Tessler’s view, the package sell- 
ing of building materials is totally dif- 
ferent from any other kind of sales 
job. The job he wants done is to turn 
customers “from if to which” and to 
translate their dreams into reality. For 
this, technical abilities are irrelevant 
to the salesman—the assembly of ma- 
terial, the contracting for a crew, 
other chores are up to the rest of the 
organization and to Tessler. 

“All I want is for my salesmen to 
find out what the customer really 
wants, see if he can afford it and then 
focus his attention on the end prod- 
uct,” Tessler says. “That end product 
is never a load of lumber or a bundle 
of panels, but a recreation room or a 
garage or a porch addition. We don’t 
sell materials, we sell improvements.” 

Case histories. Here’s how this 
worked in the case of the two most 
recently successful Tessler proteges: 

Dick Mooney came in looking for 
something to do while a broken arm 
knitted. For a couple of weeks he 
chased leads—on a straight commis- 
sion basis. He did so well at this, and 
liked it so well, he left the railroad for 
good. 

It wasn’t easy to change from a 
brakeman’s straight-time job, but the 
guarantee plus the commission pro- 
vided incentive, and the selling job it- 
self made the challenge. Mooney 
“fooled around’—his own words— 
for about six months. Then he got the 
hang of it. In the next 12 months he 
sold $180,000 worth of material and 
labor for Euclid Lumber Sales, a rec- 
ord year for a Euclid salesman. 

Mooney is now the sales manager. 
He’s the only sales manager Euclid 
has ever had, except Barney Tessler. 
Business growth pushed Mooney 
ahead. “We were duplicating too 
much work,” Tessler explains. “Dick 
will eliminate a lot of that.” 

Art Bazauri was teaching ballroom 
dancing six months ago. He made the 
switch pretty easily, has already 
proved he’s going to make it. With a 
candid statement that demonstrates 
his own aptitude for management, 

(continued on page 42) 
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NOW 
AVAILABLE 
WHITE-PRIMED 
FACE and BACK 


“WALTON EVERSIDE” is real wood with a super 


paintable Crezon overlay protected by slip sheets 
between each primed face. 


It has the warm, vibrant beauty of wood; with the 
extra strength of cross-lamination which eliminates 
end or width traveling which is common in most com- 
petitive types of sidings. It has passed exacting labo- 
ratory tests which proves its high quality, rigidity 
and durability. 


be Now available with conventional or self-aligning 
butt. 


Pre-cut mill primed and beveled. No wedges or 
furring strips required. 


7 Manufactured to rigid DFPA standards. Bond be- 
ar pene : Ps tween plys and overlays is 100% waterproof glue 
PATENTED IN Ss (exterior DFPA). The only 100% all-plywood ex- 
USA No. 2835932 LS terior beveled siding on the market. 


CANADA No. 544389 


ka Surface is weatherproof resin-impregnated fiber 


permanently bonded to Exterio.-type plywood. 


Plywood is Exterior construction, made of selected 
plys to assure uniformity and strength. 


Saves money on labor costs because it is easy to 
apply, covers large areas quickly and is quick and 
h easy to paint, requiring only finished coat. 
orner 


WASHINGTON e 


Easy to work with, using ordinary tools. No waste. 


Qualit Packed in carton for protection, for ease of handl- 
“4 y ing, for easy storing. Quantity and sizes plainly 
marked on end of each carton. 


Plywood 
ea Conforms to Commercial Standard CS 45-60. 


Products 


~~ - Available in 8, 9 and 10 ft. lengths; and 12” and 
16” widths. 


Northwestern Sales: Southwestern Sales: 


WALTON Plywood Co. C. E. Frederick Sales Service 


P. O. Box 746 R. N. Stormo, sales manager 341 Buffalo Drive, Phone: Jackson 6-3903 
Everett, Washington Phone Alpine 9-5131 Houston 19, Texas TWX: HO-431 
TWX: ET-81 


Midwest Sales: Eastern Sales: 


WALTON Plywood Co. ¢,“..Wile" Stover Associates 


644 East 38th St., Suite 205 Phone: WAInut 5-9214 101 Park Avenue, Phone: Murray Hill 3-4715 
Indianapolis 5, Indiana TWX: IT-35 New York 17, N. Y. TWX: NY-1-262 
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The Perfect Salesman 
(begins on page 38) 





Mooney says “Art’s not making nearly 
the mistakes I did.” 

Bazauri likes people and he likes to 
work. His experience with Arthur 
Murray gave him one attribute Tess- 
ler likes: he’s very “easy” with people, 
knows how to make them feel at ease. 
And he can sell. For himself, Art 
puts it this way: 

“Well, that’s what I was doing at 
the dance school—selling people and 
keeping them sold—only I didn’t have 
to get a signature.” 


These two—and others on the Eu- 
clid payroll—have worked out fine, 
but Barney Tessler still makes no 
bones about the disadvantages of in- 
experience, though he is committed to 
hiring outside the field. About his kind 
of men, he admits: 

“You have to let them blow a few 
deals and put up with a few estimat- 
ing mistakes. They spend an awful lot 
of time at first simply estimating and 
getting the other paperwork done.” 

Also, with Tessler’s system, it takes 
a good trial to see if a man is going 
to make it, and during that time 
there’s no profit in the deal. However, 
even those who don’t make it as out- 
side salesmen often wind up in some 





BIG PROFIT. 


IMMEDIATE 
DELIVERY 


Towna Country READY-TO-INSTALL 


AWNINGS » DOOR HOODS 


Unique “Snap-In” aS 


PATIO COVERS 
CAR PORTS 





No Leak y, 
Mounting Strip 7, 
F 
/ 020 Ga. “Step-Down” 
f Aluminum Roof, 
2 Coats Baked-On 
Enamel — Both Sides 





Heavy .055 Ga. ‘Knodized 
Extruded Aluminum » a 
Frames — Will Not Pit 

or Discolor 


Screws In 


All units basic white, trimmed in anodized 
aluminum extrusion. 

Each unit individually packaged. Normal 
installation hardware included with each 
unit 

Easy instructions for assembly and instal- 
lation for your help. 
low—low 


Custom quality at competitive 


prices 


Another fine product engineered 


Pre-Drilled Holes 


PICTURE WINDOWS 
MULTIPLE WINDOWS 
Widths 26”to 240” 4 drops and proj, 


DOOR HOODS 


Variety of sizes widths, drops and proj, 


wh se 


PATIO COVERS 
All aluminum under structure 


by 


ALUMA KRAFT MANUFACTURING CO. 


ST. LOUIS, MO. e 


ALUMA KRAFT 


included. 


FOR OUR AWNING KIT 
AND PRICE LIST 


Nome 


Address 
City 


[ 
MAIL TODAY! © 
! 
! 
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ATLANTA, GA. 


MFG. CO. 


1330 N. Rock Hill Rd., St. Louis 30, Mo. 
Please send me your FREE Awning Kit with Price List 


[] Dealer 
[_] Distributor 


Zone State 





other Euclid niche, so there is some 
pay-off. Tessler can cite several ex- 
amples in this direction. oe 

No easy life. The sales job itself 
does a lot toward eliminating bad 
timber. Euclid Lumber doesn’t offer 
an easy life. Salesmen work 60 hours 
a week. They develop a lot of their 
own leads and the guarantee isn’t big 
enough to tempt anybody to slack off. 
They furnish their own cars and they 
pay their own expenses. 

During working hours, whenever a 
man is not out of the store on a specif- 
ic appointment, he works in the store. 
If that means some stock has to 
be put up, he puts up stock; if the 
panel saw needs fixing, he fixes the 
panel saw; if a customer wants a bag 
of nails, he bags the nails. If the phone 
rings, he answers it. 

The pay is good. Dick Mooney 
made half again as much as a brake- 
man does the year he sold $180,000. 
Art Bazauri figures to do a little bet- 
ter his first year then he would have 
with Arthur Murray. Precisely what 
the deal is is Tessler’s business, but he 
says this much: 

“Sales costs are about 6%. At that 
figure, I’m making money. I'll split 
that 6% any way they want it. I'd 
furnish cars, for example, but it would 
have to come out of that 6%.” 

Euclid Lumber employes get vaca- 
tions—up to three weeks, depending 
on seniority—but salesmen, of course, 
just get their guarantees for the time. 
When it comes to education, such as 
the Indiana University Short Course, 
Barney Tessler is happy to pay the 
tuition, but he expects the men to 
come up with the transportation and 
board and room. 

“The main reason for that,” Tessler 
says, “is that men on expenses are 
bound to play around. The fellow that 
pays for his own education gets some- 
thing for his money.” 

Tessler and his salesmen, Mooney 
and Bazauri, attended the Building In- 
dustry Marketing Institute directed by 
Art Hood, consultant to this maga- 
zine, earlier this year at Purdue Uni- 

(continued on page 68) 


NEW PRICE BOOK is explained to each 
Euclid Lumber salesman by sales mana- 
ger Dick Mooney. 
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In the component fabrication in- 
dustry the missing link between 
you lumber and in- 
dividual growth and business se- 
curity. is Construction Automation 
(TAB’s application of automatic equip- 
ment to the fabrication of raw lumber 
into building components). 
The demand for producing more, better, 
and more economical housing for an explod- 
ing population is here... has been here for 
sometime. Construction Automation is the tool 
that ties you and lumber together into an ef- 
fective team that will meet the demands and 
insure you individual growth and business secur- 
ity for today and for the future. 
Construction Automation is the tool for specialty 
shops, the tool for full-fledged component manufac- 
turers, the tool for large firms, the tool for small firms 
... a tool as big as the entire component field and as 
small as the smallest component fabricator. It’s the tool 
for the entire home building industry. 
Construction Automation is more than a theory. It is TAB’s 
carefully developed, mechanized system of fabricating com- 
ponents. And it is available now through labor-saving, time- 
saving, automatie equipment that has built-in assembly line 
techniques, manufacturing and mass production capabilities, and 
a revolutionary cost factor that insures a secure profit margin 


for any size firm. 


‘ 





a division of Clary Corporation 


5916 EAST ROSEDALE e BOX 562 e FT. WORTH, TEXAS 


e 








TAB’s Component Cutter pitch and length dimensions 
precisioned quality trusses, studs, door bucks, window 
bucks, common rafters, joists, wind bracings and all other 
dimension components in the “bone structure” of a house! 

And, at a cost of $12.00, plus labor, TAB’s Component 
Cutter and one unskilled operator can cut the entire “bone 
structure” for two average size houses in one 8-hour day! 

The speed, economy and precisioned quality of Con- 
struction Automation built into the Component Cutter 
obsoletes all other dimension component equipment . . 
And, it’s available now! 

Write TAB for details! 


Another step toward COMPLETE CONSTRUCTION AUTOMATION 
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1-Minute Tips for More 


Sales and Profits 
FROM YOUR BMM ROVING REPORTER 


Dear Friends: 


Everywhere I go calling upon lumber and building materials 


dealers, I see good ideas which can be easily adopted 


by other retailers. Here are a few. 








SECURITY, COLO.—An open bin 
of asphalt shakes, adjoining 
the lumber sheds, speeds 
service and helps create 
impulse sales for Security 
Supply Co. Partitions in the 
6’x6’ bin separate the various 
colors. 


-- Your Reporter. 


WILLIMANSETT, MASS.—Be- 
neath this bridge go 
thousands of potential 
customers of Doane & Wil- 
liams Co., so the firm 
advertises directly on 
the bridge. The panels 
can be repainted for 
variety. 


DURHAM, CONN.—Bob Coe of Coe 
& Eick Lumber gets round-the- 
clock advertising in eight 
business locations around 
town. He furnishes bulletin 
boards such as the one above, 
compliments of the yard. One 
board is used at Coe & Eick. 
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GREENFIELD, MASS.—Franklin County Lum- 
ber Co. doesn't believe in allowing 
wasteful display area. That is why 
they use the back of a kitchen cabinet 
display to show bathroom accessories. 


| LUMBE 
| «SUPPLY 





BURLINGTON, N.J.—This billboard sign 
erected by Neville Lumber & Supply Co. 
speaks for itself. Owner Harris Neville 
prides himself on his brand-name mer- 
chandise. So he tells the world about 
pS 


WESTFIELD, MASS.—The Western Massa- 
chusetts Building Supply Co. offered 

to build a broadcast booth for radio 
station WDEW in return for one daily 
15-minute program plus 30 minutes on 
Friday at a local fair. Never under- 
estimate the ingenuity of a Yankee 
trader. The busy booth, which promotes 
the dealer's products, is pictured 
above. 
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CAFE DOOR TREND is a 
profitable deal, retailers 
say. Top door display is 
at Capitol Lumber, Milwau- 
kee, with prices shown per 
pair and price for hinges. 
Directly above is picture 
of display at Calcasieu 
Lumber, Austin, Tex. 


KANKAKEE, ILL.—Have you tried 
selling packaged tomato 
stakes? It's one formula for 
moving out scrap lumber. 
Dealer E. P. Rollins simply 
pointed ends of odds-and-ends 
and sold 100 bundles of the 
stakes, shown above, ina 
couple of weeks. 





HAROLD DUNBAR of 
Frank Paxton Lumber 
Co., Des Moines, and 
Roland Johnson, com- 
ponent manager, with 
jig which is used ex- 
clusively for Romantic 
split-level house pack- 
age fabrication. 
Workers in back- 
ground are laying 
and stapling Fibesglas 
insulation batts in the 
wall section. Com- 
pleted sections pic- 
tured on facing page. 








TWO-WAY PREFABRICATION 


San 


I te. 
< ace 


(2) 
Builders’ 
Custom 


Designs 


(1) 
a Production 


Split-Level 
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Craftbuilt System Gets Off to Fast Start in lowa 
50 Houses Prefabed Since March; Goal is 250 for 1961 


Des MOINES 

AROLD DUNBAR, manager of 

the Frank Paxton Lumber Co. 
here, described the company’s entry 
into component fabrication this way: 

“There’s no doubt that builders 
need and want to buy a complete 
house package. When our five sales- 
men asked our contractor customers 
if they would test this idea, the an- 
swers were a resounding ‘yes’. With 
our prefabricated package, the builder 
gets a one-price invoice. The houses 
get under cover quickly, so construc- 
tion money is no problem. And we 
find that mortgage people give the 
prefabed packages excellent apprais- 
als.” 

The fabrication plant was set up in 
an old warehouse on yard property 
near downtown Des Moines in Janu- 
ary by Merle Pierce, veteran house 
prefabrication production consultant, 
who wrote about his Craftbuilt system 
in the November 7, 1960, issue of this 
magazine. 

Pierce’s system is based on measur- 
ing for complete wall section fabrica- 
tion from any blueprint, laying out and 
building the entire walls on a large jig. 
The Craftbuilt system differs from the 
panel concept, where 4’-wide units 
are prefabricated and then placed to- 
gether on the site. 

Dunbar estimated that total invest- 
ment for jigs, air equipment, machin- 
ery, truss rollers, etc., was about 
$26,000. 

During the first few months with the 
new package system, the Paxton yard 
built and sold about 50 homes. Some 
were models of the split-level produc- 
tion design with a suggested retail 
price of $23,000, including $9,500 for 
the Paxton materials package. Other 
homes were fabricated from custom 
designs of builders, ranging from $12,- 
000 to $50,000 in retail prices. 

The Paxton shop is divided into 
three fabrication areas. First are the 
jigs for fabrication of custom designed 


homes. In the center is the roof truss 
shop, using the Gismo plate system. 
Next is the special jig for the Roman- 
tic production model. 

Annual plant capacity is 1,000 homes 
and 25,000 trusses, Dunbar said. 

Demand. From the reaction of 
builders, Dunbar feels that there is a 
demand for a series of production de- 
signs. Several will be added to the 
split-level Romantic model each year 
so that the company will have a cata- 
log of models. These will be supple- 
mented by the component fabrication 
of custom designs, as well as the roof 
truss business. 

The lumber company furnishes the 
following for its Romantic split-level: 
* Plans for specifications. 

* Concrete forms for brick design in 


foundation. 

* Complete package of materials, as 
outlined in accompanying list. 

* Component walls, with insulation in- 
stalled. 

* A model home in Des Moines which 
builders may show to customers at any 
time. 

The contractor furnishes carpenters 
on the job for erection; foundation; 
electrical supplies except for fixtures; 
plumbing; heating; ceramic labor; 
floor covering labor; sod, landscaping, 
painting and extras. 

The Romantic split-level can be 
built by the contractor on his lot for 
from $15,000 to $17,000, depending 
upon extras. If retailed for $23,000— 
a competitive price for the 1,800 sq. 

(continued on page 50) 


COMPLETED 12’ WALL SECTIONS as fabricated at Paxton Lumber for Ro- 
mantic split-level model. Foreman George Frakes inspects before delivery. 
Pre-installed siding is ‘‘Pax-Plank,’’ exterior mahogany veneer on 5/8” 


plywood. 





STUDS AND PLATES are marked for cut- 
ting on 72’ layout table, which has 
measuring tape attached. George 
Frakes, Paxton shop foreman, marks di- 
rectly from custom blueprint. Vertical 
block in picture above indicates where 
interior partition will fall against the ex- 


terior wall. 





Two-Way Prefabrication 
(begins on page 48) 





ft. house—the builder will earn a 15% 
contractor profit. 

The Romantic features post-and- 
beam construction, factory pre-fin- 
ished plywood paneling on all interior 
walls, prefinished cabinets, hand-split 
shake roof, 2” floor and roof deck 
and mahogany stairs. 

Custom designs. Any house can be 
prefabricated in the Paxton shop, 
without conversion blueprints. Two ex- 
amples are pictured with this article. 

“We believe we have the ultimate in 
service to the builder, because we can 
offer a high-value production design 
or prefab the structural components 


PREBUILT SHADOW-BOX WINDOW is a Paxton sub-compo- 
nent, rolled to wall jig on handy carts. Units are dropped di- 


house design,” said Roland 
Paxton’s component man- 


for any 
Johnson, 
ager. 

A similar fabrication plant may be 
erected at the company’s main yard 
in Kansas City. Other Paxton branches 
are in Ft. Worth, Denver, Albu- 
querque and Chicago. 

Manager Dunbar says that the new 
home business belongs to metropoli- 
tan firms such as Paxton’s, through 
the prefabricated package. 

“How can the small-town dealer 
compete with our purchasing power 
and high-calibre salesmen?” he asks. 
The Paxton Co. sells only to builders 
over a wide territory. The firm has no 
retail store. Dunbar purchases most 
brand-name materials as a distributor. 

The Paxton Co. has always sold a 
wide array of materials and special- 
ties. When the prefab package pro- 


rectly into the wall section. Aluminum windows are used in 


the production models. 


50 


gram began, the company expanded 
into dimension lumber. Appliances and 
carpeting are among the diversified 
products sold by the firm. 

Other dealers. After viewing the 
prefab plant at Paxton’s, Robert Ro- 
senthal, a prominent building mate- 
rials dealer in Crystal Lake, Ill., con- 


verted his Trendway component divi- 
sion to the Craftbuilt system. As this 
issue went to press, Trendway was 
delivering house packages to one of 
the largest tract builders in the Chi- 


cago area. This business was ob- 
tained after Rosenthal pointed out that 
he could deliver the prefabed units 
more conveniently and efficiently than 
a more distant house manufacturer 
who had previously supplied the tract. 
The flexibility of the system, allowing 
variations as needed, was a prime 
sales factor. 





DELIVERY OF STEEL-STRAPPED sections for Paxton's prefab- 
ricated homes is made on lumber dealer's semi-trailers. 
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Materials Package 
Paxton’s ‘‘Romantic’’ Model 


Acoustical ceiling tile; kitchen ap- 
pliances; bath accessories; beams, 
posts, sill seal, jamb bucks; cabinets, 
mirror, planters, vanity, bar, stairs; 

Canopy; flower box; supports; shut- 
ters; cupola; closet material and val- 
ance boards; decking; 

Doors and frames (interior and ex- 
terior); hardware; miscellaneous door 
material; electrical fixtures; fascia; 
fireplace; flashing; floor and wall cov- 
ering; * 

Framing material; insulation; mis- 
cellaneous; mouldings; nails and sta- 
ples; paint and stain; prefinished ply- 
wood; shakes and felt; sheathing, 
insulating; siding; top, master bath 
material; 

Wall partition cap; windows and 
Sliding glass door; piant fabrication. 








AIR NAILING is featured at the 
Paxton shop. Jig for wall sec- 
tions is in foreground; bins of 
precut stock and sub-compo- 
nents in background. Jigs were 
designed by prefabrication con- 
sultant Merle Pierce. Spotnail, 
Calwire, Powernail and Thor 
nailers and staplers are used. 


ROLLER PRESS FOR ROOF TRUSSES is shown in foreground below at Paxton plant. 
Firm uses Gismo Gusset plates, which are 20-gauge galvanized steel plates stamped 
with teeth-like plugs. The gussets are embedded into both sides of each joint of the 
truss by the roller press. Upon entering the wood, the gusset teeth are deflected, 
each tooth taking bite into the lumber. Jigs for wall fabrication can be seen in back- 
ground, below. 
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CREATIVE PROMOTION for reinforced 
glass fiber translucent panels, which 
sell patio packages, is shown in Whiting- 
Mead store in San Diego. Note panel 
displays, counter samples, ad reprints 
and banners. The panels help sell lum- 
ber, screening and hardware. 
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DEALER’S HOME BUILDERS DEPARTMENT promotes sale of translucent panels 
to home builders. Patios are installed by Whiting-Mead, or the homeowners 
may do it themselves. 


California Dealer Shows How To Sell 


“Patio Packages’ 


Here's proof that package selling, display and tie in with 
manufacturer promotion pay off. 


SAN DIEGO 

ETAILERS who want to learn how 

to take advantage of the nation- 

wide desire for outdoor living can take 

a tip from the Whiting-Mead Build- 

ers’ Market here in the land where 
patios were born. 

The San Diego building materials 
merchandiser annually moves about 
$20,000 worth of translucent fiberglass 
panels, the prime traffic-builder for 
the patio trade. Sale of other mate- 
rials used in the packages increases 
the volume considerably. 

“We merchandise our translucent 
materials primarily through the ad- 
vertising of the ‘package patio’, show- 
ing total price and monthly payments,” 
reports John A. Kyncy, general man- 
ager. “A modest size patio is featured 
in our ads, but we find that while 


the small-sized patio creates customer 
interest, over 75% of the patios re- 
flect an amount in excess of the ad- 
vertised price. This is due to the cus- 
tomer desiring a variation in design 
or construction of a larger type patio. 
We have tradesmen to install the patio 
or the customer may do it himself.” 

Kyncy said that patio customers 
usually have a specific type of design 
in mind and it requires a qualified 
salesman to conform as closely as pos- 
sible to their ideas and to tie in all 
the materials and specialties necessary. 

“We are quite optimistic for patio 
sales this year, since our promotion 
last year on patios was very modest 
and the results were very good,” he 
said. 

This year the Builders’ Market is 
conducting a strong campaign, con- 
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tinuing the “package unit” idea and 
stressing available financing. 
Manufacturer promotion. Kyncy 
and his associates give credit to his 
translucent panel producer for its 
merchandising efforts that help create 
the patio market and specifically pro- 
vide display material and advertising 
aids to tie in with national promotions. 
Whiting-Mead uses the Alsynite 
merchandising kit for panel promo- 
tion. It shows at a glance “where and 
when” the manufacturer’s consumer 
advertising appears so that the retailer 
can tie in locally. 
Display material is also provided 
by Alsynite, such as shown above. 
Miss E. M. Dowling, Alsynite ad- 
vertising manger, reports that the pro- 
motion kits are issued seasonally for 
most effective tie in. 
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DEALER SALES CONTROL 
(See Page 5) 


OLUTION OF A 
NE-STOP DEALER 


® Ohio firm started out after World War II as a builder, but has 
been diversifying and expanding ever since. 


® Today, McAllister & Morgan, Inc., is a broad-line building ma- 


terials and hardware merchandiser, selling home improve- 
ments, new homes and prebuilt farm structures to contractors 
and handymen; fabricating components; stressing service as 
well as cash-and-carry. 


The construction division still erects some 150 homes a year— 
but it accounts for only a portion of the overall volume: and 
business is still increasing! 


CHAMPION, OHIO 

THOROUGH KNOWLEDGE 

of light construction and retail 

merchandising has lifted the annual 

volume of McAllister & Morgan, Inc. 

to well over $1 million today. Located 

near Warren, Ohio, the lumber and 

building materials dealer is now the 
largest in Trumbull County. 

Starting out as a construction firm, 
partners Clair McAllister and Ardel 
Morgan got so many requests to sell 
lumber to other builders that they de- 
cided to get into the business. In 1947 
they put up a 60’x48’ warehouse, 
bought a $15,000 inventory and be- 
gan selling lumber. Construction was 
continued on a small scale. 

Population growth. Population in in- 
dustrial Trumbull County boomed 
60% since World War II, and M&M 
gradually boosted its share of build- 
ing materials sales. Contractors and 
homeowners came from all over to 
buy and volume climbed to $100,000 
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a year. As president Clair McAllister 
said: 

“We were fortunate in those days. 
We were right in the middle of the 
expansion area. We sold builders’ 
hardware and conventional building 
materials and we built houses our- 
selves.” 

Showroom. In 1954 M&M _ began 
to concentrate on the home handy- 
man trade, to expand its retail busi- 
ness. A redwood paneled 70x24’ 
showroom was added to the 2,600 sq. 
ft. warehouse. Signs were erected at 
strategic points in the surrounding 
rural area directing drive-in trade to 
the 14-acre site. 

“We increased our inventory by dis- 
playing plumbing and electrical sup- 
plies, garden tools, paints, power tools, 
kitchens and appliances,” explained 
Ardel Morgan, _ secretary-treasurer. 
“Impulse buying by walk-in trade 
grew. In just two years after we in- 
stalled the new showroom, our annual 


volume jumped to $600,000.” 

As sales of 14’x20’ and 20’x22’ pre- 
cut garage packages rose, the partners 
made plans to fabricate components 
to include in house package sales to 
builders. They figured they could in- 
creasé profits by constructing com- 
ponentized homes themselves. The 
M&M Construction Co. division was 
organized. 

Ken McAllister, Clair’s nephew, was 
placed in charge. He had an engi- 
neering background, so he became 
chief home designer. He draws cus- 
tomized plans for any type house. In 
1957, M&M erected a 60’x120’, 
Pruden-framed components manufac- 
turing building with corrugated skin. 

Fabrication. M&M’s 3-man crew 
manufactures component parts for 
houses and small farm buildings ac- 
cording to order. Roof trusses of any 
size or pitch are produced on a large 
jig table in the prefab building. Wood 
members are connected by hand- 
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MODEL HOUSE designed by Ken McAllister sells for $16,000 including lot 
without garage, $17,500 with garage. M&M's 60’x24’ Embassy model has 
full basement, living room, kitchen-dining room, three bedrooms and bath. 
Firm also offers shell packages, but most customers want completed homes. 


lwece SERVICE 


sd 8 


NEW SHOWROOM completed two years ago draws large drive-in trade from 
all over Trumbull County, Ohio. The 70’x24’ lumber service store, largest 
in the area, is located a mile northwest of Champion, a suburb of Warren. 
Sign in front of one of two parking lots indicates that ‘‘a house or a board’’ 
is sold either ‘charge or cash-and-carry"’ at M&M Co. 


nailed Templin plates. 

Precutting is done by radial arm 
saw on a long bench. Lumber is stored 
on a mezzanine over the assembly 
line. Wall panels 8’ wide are fabri- 
cated in 4’, 8’, 12’ and 24’ lengths. 
Components are then rolled along a 
conveyor for outdoor strapping into 
packages for shipment. 

“Aithough we manufacture only ac- 
cording to job requirements,” Ken 
McAllister pointed out, “we usually 
have enough advance orders to keep 
the line running. Our own construc- 
tion keeps us busy.” 

Packaged sales. M&M has built and 
sold 400 componentized houses since 
operations began in 1957. Only five 
were sold that first year, but that was 
boosted to 45 the next. M&M Con- ing. 
struction erected 100 homes in a new 
subdivision in 1959 and added another 
150 last year. Vice president Carroll 
McAllister, Clair’s son, hopes to at 

(continued on page 56) 


LUMBER TRUCK for small contractor de- 
liveries is one of M&M's fleet of seven 
vehicles. Two fork lift and three flatbed 
delivery trucks are grouped with large 
tractor-trailer for component parts haul- 
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A 28’x150’ UMBRELLA SHED and 28’x80’ pole shed for lumber storage occupy part of M&M's 14-acre site. Com- 
pleted a year ago as part of a $75,000 enlargement program, increasing materials inventory to $250,000, the 
open sheds permit fork lift handling with either a 2-ton or 3-ton truck. 





Evolution of 1-Stop Dealer 


(begins on page 54) 





least match that figure in 1961. 

“We don’t develop land ourselves,” 
Carroll McAllister said, “but we work 
closely with realtors who do. Our 
ranch-type Leader model, priced at 
$17,500 with $800 down, is moving 
well. We arrange financing through 
area banks. There’s plenty of money 
available for those who qualify.” 

Ken McAllister says his construc- 
tion crews get the custom homes un- 
der roof in one day and finish the 
whole job within four weeks. All ex- 
cavation, grading, plumbing, heating, 
electrical, plaster or drywall work is 
subcontracted. About 50 men are kept 
on the job during building season. 

“Even though we also have a shell 
package,” Ken McAllister explains, 
“nearly all our houses are sold fin- 
ished. We’ve moved about 25 so far 
this year and have another five under 
construction.” 

Materials list for farm building 
packages averages about $2,500, while 
house packages go to other builders 
for approximately $4,400. A few have 
been shipped on M&M’s _ tractor- 
trailer as far away as Jamestown, 
N.Y., but the firm doesn’t seek such 
business. There is little opportunity for 
cabin package sales in the Warren 
area. 

Remodeling. Handyman home im- 
provement jobs, averaging about $2,- 
000 each, make up 80% of M&M’s 

(continued on page 58) 


FLOORING IS LIFTED by 2-ton lift truck HARDWARE SECTION of M&M merchandis- 
onto M&M delivery truck. All materials ing showroom includes plumbing and elec- 
are handled by fork lift to expedite de- trical supplies, garden items, power tools, 
builders’ hardware, doors and windows, 


livery. > : 
paints, board products and wood items. 


W-TRUSS is se- 
cured by Templin 
connectors at joints 
on M&M jig table. 
Then 24’ span truss 
for poultry house 
is flopped onto 
concrete blocks so 
other side can 
have plates hand- 
nailed. In M&M 
components build- 
ings, wall panels 
are also fabricat- 
ed. 











All the natural warmth and beauty 
of redwood is enhanced in our new 
PALCO Santa Rosa Siding — saw- 
textured for added visual interest 
and greater durability. Saw-textured 
siding holds stains and other fin- 
ishes longer and weathers beauti- 
fully. Home buyers like its rich, 
handsome appearance, its long life 
and low maintenance. Packaged in 
dust-free, water-repellent paper 
wrap for on-site protection. Another 
PALCO Architectural Quality prod- 
uct, the standard of comparison 
since 1869. 


BOON FOR 
BUILDERS 


SANTA ROSA 


saw-textured board-on- 
board redwood siding 


° 
‘i ‘4 
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PROFIT WITH 


PALCO. 


THE PACIFIC LUMBER COMPANY 


100 Bush St., San Francisco 4, Calif. 
35 E. Wacker Dr., Chicago 1, Ill. 
2185 Huntington Dr., San Marino 9, Calif. 
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STRAPPED while laying 
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in truss cradle outside 60’x120’ 


fabrication building, poultry house truss load is ready to 


go. 


CARPENTER SORTS BEVEL SIDING for poultry house panel 
in M&M's Pruden-framed component building. 





OF DURABLE 


ACRYLIC PLASTIC 
FOR THE SUCCESSFUL BUSINESS LOOK! 


What Does Your Business Front Say About Your Company .. . 
Your Products ... Your Service? The sign on your building is 
your ‘“‘business card”’ to potential customers. No matter what you 
make or sell—a good front is an important business asset .. . and 
Plasticles Sign Letters give your business distinctive, personalized 
identification that will be looked up to and remembered. 


The Right Sign is Important—Choose sign letters that beautify 
your building . . . that add prestige to your business. Plasticles Cor- 
poration manufactures a wide variety of designs and color combi- 


nations te choose from. 


Send Coupon for 
Wustrated Bulletin 


Find out how you can identify your 
business with colorful Plasticles 
Sign Letters. Guaranteed not to 
fade, chip or crack. Get complete 
information on “what to look for 
when buying sign letters.” 


Circle No. 27 on Handy Cover Card 
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PLASTICLES CORPORATION 
14586 SCHAEFER ROAD - DETROIT 27, MICH. 
Mail Illustrated Sign Bulletin to... 





Address_ 0 7 
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walk-in retail volume. Clair McAllis- 
ter expects that to increase this year, 
particularly in upgrading the sale of 
kitchen packages. 

“Our volume in March was as good 
as we’ve ever had for the month,” he 
said. 

Expansion. As a result of the rise 
in construction volume—20% of 
M&M’s business is with its building 
division—and component sales com- 
bined with regular materials lists, Mc- 
Allister & Morgan had to expand its 
physical plant again last year. The 
firm spent $75,000 to increase the 
area under roof to 30,000 sq. ft. Two 
fork lift trucks handle $250,000 worth 
of materials in the warehouse, two 
new pole sheds and the components 
building. 

Retail store and yard are open from 
8 am. to 5 p.m. Monday through 
Friday, and 8 a.m. to 12 noon Satur- 
day. Twenty full-time employes have 
been added to the original five. Total 
payroll amounts to $200,000 annually. 

Competition. Cash-and-carry com- 
petition has been hot in northeastern 
Ohio. To meet the competition, Mc- 
Allister & Morgan, along with nearly 
every lumber and building materials 
dealer in the area, began to offer C&C 
also. Last year 25% of total volume 
was in C&C. However, most custom- 
ers who had deserted to strictly cash 
yards have now returned to the fold, 
Ardel Morgan said. The company 
hasn’t set up a separate C&C division. 

“We have to keep cash-and-carry 
for the few who still want it,” Morgan 
said. “Perhaps it isn’t the best thing 
to combine operations, but as long as 
we control our packaged sales, we 
get along all right.” 

Promotion. The Ohio firm spends 
about 2% of gross profit each year 
for radio, newspaper and direct mail 
advertising. However, Morgan says 
most sales are the result of word-of- 
mouth advertising. 

“If they know you're in the same 
spot you've been right along and give 
"em good service, you don’t have to 
worry about cash-and-carry competi- 
tion,” the executive noted. “We've 
grown steadily and with all the new 
home building needed around here, 
I expect we'll get our share of busi- 
ness. I look for a good year in 1961.” 





Cash Discount Certificate 


Lopi, OHtlio—A_ unique  certifi- 
cate, entitling consumers to a “Cash 
Discount,” is mailed to homeowners 
who write to Versa Products Co. for 
information on wrought iron or alumi- 
num railings and columns. The home- 
owner presents the bonus certificate 
to his local dealer, who is identified 
on the certificate, and receives a cash 
discount on his Versa purchase. The 
dealer is reimbursed by his distributor 
and the distributor is reimbursed by 
Versa. Thus, Versa bears the bulk cost 
of the program. 

Versa solicits inquiries from con- 
sumers through its national advertis- 
ing program in consumer publications. 
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STORES WERE RE-MERCHANDISED to help dealer promote 
aluminum storm products. 


PRODUCT CATALOG WAS DEVELOPED to answer any lay- 
man's questions on doors and windows and proper methods of 
installation. 


Producer Helps Dealers Boost 
Their Aluminum Sales 109% 


PHILADELPHIA 

Amazing sales results can be achieved when a manufac- 
turer supplies his dealers with effective sales tools and then 
shows how to use them. 

This claim is backed by a field study conceived by 
Amco Aluminum Corp., which distributes exclusively 
through retail building materials dealers within 75 miles of 
their Philadelphia headquarters. 

Amco chose 24 dealers for a six months’ comparative 
study. The purpose was to compare results between 12 
yards using specialized sales aids and 12 that were not. 
None of the 24 yards was aware that it was part of a mar- 
keting study. There was less than a 3.2% volume differen- 
tial between the largest yard chosen and the smallest. 

Sales results at the end of the six months test showed 
that the 12 yards using the Amco “One-Stop Buying Pro- 
gram” had a volume increase averaging 109% above the 
12 yards which had continued to sell Amco’s products of 
aluminum prime windows, jalousies, sliding doors, com- 
bination storm windows and windows and allied products 
without any help. 

In other words, dealers using the program did $209 
worth of business for every $100 in sales registered by 
dealers operating without the program. 

Initial Survey. Before developing their program, Amco 
made a dealer study among both their own and other ac- 
counts to determine main dealer objections to aluminum 
products. 

Answers to these objections became a part of the over- 
all program which embraced product education and orien- 
tation; immediate delivery and sales direction. 

A key tool in the campaign was a 54-page illustrated 
product catalog. 

One dealer in southern New Jersey made this comment 
about the special manual: 

“T’'ve been a retail counterman in lumberyards for a 
good many years and this is the first time I have ever had 
a book that tells me everything I need to know about 
aluminum building products.” 

Frequent sales clinics with a factory representative lead- 
ing the discussion were held. 


E-X-P-A-N-D-A-B-L-E Shutters 


EXPAND-O" 
ALUMINUM 
SHUTTERS 


...one size fits 
all window openings 


® No need to stock a variety of sizes. 

@ Enduring baked-on acrylic finish. 

® Beautiful Decorator Colors. 

®@ Expands and locks at desired window height. 
® Installed in minutes with a screwdriver. 


DISTRIBUTORS: Choice territories still available. 


LYF-ALUM, INC. oe: 8mm 


Send me further information on Expand-O Shutters 
i Dealer () Distributor 2 


*Pat. Pending 


Oconomowoc, Wisconsin 
Metropolitan Milwavkee Area 


Name 
| Address 


_ Sédaaeuse Zone . State : 
ET NRE GN EN NLS SM ES ee GS 
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INOW| . - » PATENTED PUMP JACKS 
| CUT SCAFFOLDING COSTS 65% 
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@ Hottest selling scaffold in the U. S. In 
use over 35 years. Contractors work faster, 
safer and easier. Makes all other brackets 
old-fashioned. Platform moves up with the 
work by a simple foot lever operatiog. 
Automatic locking. Low in price. Full 
markup. Display ‘em; sell °em. Some exclu. 
sive areas available, 





o" \ Write today for 4 page catalog & prices. 


NEWARK LADDER & BRACKET Co., Inc. 


Manufacturers of Dependable Equipment Since 1902 
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TRACT DEVELOPMENT BUILDER switched to materials furnished by local dealer (Brownsburg, Ind. Lumber Co.) as the result of bet- 


ter service and better-built truss. 


Trusses Help Small 


Town Dealer Sell 
Tract Builder 


Suburban development reaches out to a 
country town. Enterprising lumberman buys 
trusses, builds wall panels and furnishes most 
of the other materials, adding up to special 

’ builder service and around 60 new home 
packages last year. 


HE POPULAR CONCEPTION that the tract builder 

will buy only odds-and-ends from local lumber deal- 
ers is shattered by manager Clark Ogle of the Browns- 
burg (Ind.) Lumber Co. 

Last year he furnished about 60 complete house pack- 
ages, exclusive of masonry and plumbing fixtures to John 
H. Castle Farms, Inc., a project builder who has been 
active in Brownsburg (pop. 5,000) and other localities in 
the midwest. 

Before Ogle entered the picture, the developer was buy- 
ing his trusses and other materials from an Indianapolis 
dealer, 15 miles away. He wanted better job service than 
he was getting, also a better truss for his Brownsburg 
development. 

Ogle already enjoyed an excellent contractor business, 
but he accepted the tract builder’s challenge. This meant 
finding a reliable source for a top-grade truss and build- 
ing panels, which he had never done before. 

For trusses, he turned to Truss Manufacturing Co., In- 
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TRUSSES ARE DELIVERED direct to the job by roof truss special- 
ist, which also sells trusses to about a dozen lumber dealers in 
the area. 


dianapolis, a franchised fabricator of Gang-Nail trusses, 
which is currently supplying about a dozen lumberyards 
in the greater Indianapolis area, also builders. This firm 
had sold Ogle trusses for a church job last year. 

Now Brownsburg Lumber is Truss Manufacturing Co’s. 
best lumberyard customer, having supplied a good many 
hundred hip-roofed trusses for the small-town tract de- 
velopment last year. 

Ogle is frank to admit that if a good truss hadn’t been 
available he would have gone into the truss business him- 
self, but he preferred to avoid this extra investment of 
manpower, space and general overhead. The present ar- 
rangement gives him a good profit on trusses, which are 
delivered direct to the job; also substantial added volume 
in materials delivered direct from his yard. 

“They give us the finest service,” asserted Ogle, refer- 
ring to Truss Manufacturing Co. “When we need trusses, 
we get prompt delivery.” 

Ogle’s own wall-panel fabricators are paid on a piece 
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Make the Right Move 
Get the Job Done 


tasis. They are not on the company payroll, bo in- EASIER 
cludes four regulars, including Ogle himself. e tract 

development has meant plenty of night work, including FASTER 
lumber car unloadings, to meet delivery requirements. 

Since this has meant good overtime pay for yardmen, no yy Vay 

one kicks. 

Each house is priced out as a materials package to the Use... 
builder and Brownsburg Lumber carries each house until 
it is completed. Such a dealer-builder program as he is en- 
gaged in, emphasizes Ogle, is contingent on the dealer hav- 
ing financial resources of his own or a good line of credit. 

Commenting on the Gang-Nail truss used in the tract de- 
velopment, Carson Hollingsworth, executive vice president, 
said: 

“It’s twice as strong as 2x6’s conventionally built on 
16” centers. Better engineering and gusset strength are the 
reasons. The added labor and unhandiness of the plywood 
gusset is always a problem. I have seen lamination prob- 
lems in bad weather. The Gang-Nail eliminates this 
danger.” 

All houses in the tract have been sold before they were 
built. The average three-bedroom 1'2-bath model with 
two-car garage sells for $16,200. Exterior is limestone, 
sandstone or a combination. Living space in the average 
model is 1,350 square feet. 

The built-in value of these houses is so high that several 
homeowners, compelled to move for various reasons, have 
sold their homes at a profit within a year. 


rw, HAND TRUCK 


One man using a Twin-Tilt® truck (there is no re- 
handling) can actually move a 16-ton load in 14 hour. 
Normally it would take a man using an ordinary hand 
truck 4 times as long. 


SAVE SPACE—You can save foot after foot of stor- 
age space by using a Twin-Tilt® truck. A Twin-Tilt® 
truck will move in and out of aisles just inches wider 


than the width of a row of merchandise. With its pat- 
WALL PARTITIONS are fabricated in dealer's own shop, then prerna lever action, the load is stacked on a pallet Lace 


delivered and sold as part of the overall house package. —Twin-Tilt® does the rest. 


REDUCE ACCIDENT S—Twin-Tilt® truck carries 
an automatic safety device, Swingard. All trucks on 
new sales sold with Swingard. Swingard is always out 
of the way when the truck is in use, but swings down 
into support position if the load is suddenly released. 
It reduces worker injury. 


SAVE MONEY —A Twin-Tilt® truck will more 
than pay for itself in a short time, especially where 


READ HOW floor space is at a premium. 
DRE & AB HO AAES Write, wire or phone for complete details 
Dt ee ee a ee ee 
TRUCK COMPANY 
\ P.O. Box 1, St. Bernard 
Cincinnati 17, Ohio 


Please send me literature and prices on Twin-Tilt. 








REPRINT SERVICE — Building Materials Merchandiser 


will affect your business— 
whether you like it or not! 


@ The most authoritative and timely report available 
to dealers and wholesalers on prebuilt housing, re- 
printed from exclusive field studies by this maga- 
zine. Only 50¢ a copy. 


@ Send remittance with order to: 
Reprint Editor, Building Materials Merchandiser, 
59 E. Monroe, Chicago 3, IIl. 


NAME 





FIRM NAME. 





ADDRESS CITY. panded 
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PROMOTION PROOF— D. C. Ogren of Armstrong Cork advertising department (center above) posts a tearsheet on display of 
dealer ads which include ceiling tile promotion. Looking on are J. O. Sampson, manager of lumber dealer sales (left) and J. V. 
Jones, general sales manager of Armstrong's building products division. 


Who Says Dealers Don't Advertise? 


Here's proof that building materials retailers comprise the 


most dynamic selling force in the home improvement business. 


LANCASTER, Pa. 
HE SOLID WALL of newspaper 
clippings you see above shows the 
amount of retail advertising which 
lumber and building materials dealers 
ran in a single month this year, using 
Armstrong Cork Co. ceilings promo- 
tion. 

There are nearly 1,500 individual 
dealer ads posted in the display, which 
was set up for a recent distributor 
convention. The insertions are from 
every part of the nation, representing 
almost 200,000 lines of newspaper 
space. 

The ads range from 2” one-column 
size to full pages. Some of the ads 
promote complete home remodeling 
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services; others are confined to prod- 
ucts. 

Sales of ceiling tiles by lumber and 
building materials dealers have in- 
creased “substantially” for the Arm- 
strong Cork Co., according to officials. 
They predict that this business will 
continue to increase, together with all 
products for home modernization. 

A. G. Matamoros, general man- 
ager of economic and marketing re- 
search for the manufacturer, forecasts 
that dollar volume of residential re- 
pair and modernization activity this 
year will register a 6% to 8% gain 
over 1960, and is likely to further ac- 
celerate in 1962. 

Walter E. Hoadley, vice president 


and treasurer of Armstrong Cork and 
a widely respected building industry 
economist, said that the proposed 
housing legislation in Washington re- 
flects an “economically sound, major 
swing in emphasis from new housing 
toward repair and modernization of 
older structures.” 

“At long last,” Hoadley said, “high 
level attention of government and 
other interested parties is being given 
to the promotion of the home mod- 
ernization package to help check the 
spread of blight and slum _ neighbor- 
hoods.” 

Armstrong Cork is launching a 
dealer sales training program to help 
building materials retailers further de- 
velop modernization business, as re- 
ported in the May 22, 1961, issue of 
this magazine. 

Decorative, acoustical ceiling tiles 
will also be promoted for use in new 
homes by the company. 
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Premier 





BARRETT’s 3 new VINYL-COUSTIC( fiberboard tiles soak up 
sound as well as, if not better than, ordinary acoustical tiles. Your 
customers will discover that these vinyl-covered tiles are ideal 
for kitchen use. For in addition to muffling noise, these tiles are: 
1. Washable and grease-resistant; 2. Attractive. They have no vis- 
ible holes, due to a thin vinyl film that covers their entire surface. 
For complete details contact BARRETT. 


OFFICES IN: BIRMINGHAM, BOSTON, CHARLOTTE, CHICAGO, CLEVELAND, HOUSTON, NEW YORK, PHILADELPHIA, ST. PAUL. li d 
tTrade Mark of Allied Chemical Corporation l e | 


BARRETT DIVISION hemical- 


40 Rector Street, New York 6, N. Y. j 
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VENTWOOD AWNING BRACKETS 


FOR BUILDING REAL WOOD AWNINGS 
will help you get your share of the 


Multi-Million Dollar Awning Business 


® No Inventory 
Problem 

® Two Sizes Only 

® Fit Any Window 

“5 Step Brackets on 

Short Window 

8 Step on Standard 

or Picture Window 


VENTWOOD AWNING BRACKETS 
+ 6” BEVEL SIDING (From Your Stock) 
= ATTRACTIVE, LOW COST AWNINGS 
You Can Sell a Complete Awning for as Little as $7.10 


AVERAGE WINDOW 
LESS THAN $10.00 
Quick Sales When 
You Display 
Ask about a FREE Set 
for Your Display 








Matching Door Canopies 
and Decorative Scrolls are 
Available 





ENTWOOD . product of 
Write Direct for THE McLEETE co. 


Full Details 307 No. Stone Ave., La Grange Park, III. 
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See Your Jobber or 





LOOK FOR 
THE 
@e 
ON THE END 


The Post That's 
FARM-TESTED 


Since 1915 over 60 million 
of these straight, strong, 
durable LONG-BELL posts 
have been installed on the 
farms and ranches of 
America. 

Pressure-treated with 
100% creosote or with 5% 
Penta solution they guaran- 
tee years and years of trou- 
ble-free fenceline service. 

Stock the famous L-B post 
for real customer satisfac- 
tion. 


manufactured only by 
Wood Preserving 
Division 
of 


4 International Paper Company 
Kansas City, Mo. & DeRidder, La. 
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EXTENSIVE YARD FACILITIES embrace 9,400 sq. ft. of covered 
storage. Yard capacity is approximately 2 million sq. ft. Fork 
lift and carrier are used to handle materials efficiently; all 
materials were handled manually in previous location. 


PICTURE WINDOW VIEW of yard activi- 
ties can be had from dispatcher's control 
center near contractors’ entrance. 


Efficient Yard Layout 
Shown by Hines Setup 


St. CHARLES, ILL.—Storage and movement of building 
materials for maximum efficiency were carefully consid- 
ered in the new Edward Hines Home Center yard in St. 
Charles, Ill. (See May 22nd issue of BMM for complete 
documentation of the Hines showroom facilities.) One of 
the features is a depressed rail siding, which permits box 
cars to be unloaded by fork lift at grade level. A retain- 
ing wall was built at the yard end of the 230’ long rail 
siding to provide yard grade elevation. 

Covered yard storage consists of a shed 26’x360’ with 
a 13’ clearance under the eave. Columns are spaced 24’ 
on centers, supporting a timber beam joist roof and over- 
hang. The rear wall, which also serves as a property fence, 
and the end walls, are frame-covered with Hines Allwood 
siding. 


DEPRESSED RAIL SIDING permits unloading of unitized mate- 
rial at box-car level from yard grade. The private rail spur 
runs 230’ from main line. 
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The Ruberoid 
Full Line 


Puts you in the 
Profit Picture! 


Ruberoid Roofing 

The Ruberoid Line is your guarantee of 
quality in asphalt roofing. It includes 
popular Self-Sealing Shingles that are 
sealed by the sun . . . Square-Tabs, the 
world’s largest selling strip shingles . . . 
Wind Warranted Lok-Tabs® and Tite- 
Ons® that defy the worst storm. 





Ruberoid Siding 
Maintenance-free Dura-Color® Asbestos 
Sidings have their colors preserved in 
plastic! Available in Clapboard (8% x 48”) 
and Weatherboard (12 x 24’). For luxury 
remodeling and new construction. Selec- 
tion of Trend Colors. 


Ruberoid Insulation 
Fiberglas* home insulation is available 
. . in Standard (Kraft Vapor barrier), Foil 
rr Ss r<«“scws Faced and Foil Enclosed batts or roll 
comm} blankets and pouring wool. Sill-Sealer 
ae polymerite and Perimeter Insulations are also avail 
floor tile able. Fiberglas is the most efficient —best 


floor tile : eee 
. oo : known—most wanted insulation 





i. Ta) 9 | : Ruberoid Polymerite™ 
P oe settee ile a = Floor Tile 





j 


The first major breakthrough in floor tile 
in decades. New Ruberoid Polymerite 
Floor Tile is grease-resistant, stain-re- 
sistant, flame-retardant, gives up to twice 
the wear of asphalt tile—all at a remark- 
ably low cost! 32 brilliant colors to help 
you build do-it-yourself business. 


aah 


For full information on Ruberold’s 
fine of quality building products, 
write for your free copy of the 1961 
Ruberoid Building Products Catalog: 
The RUBEROID Co., P.O. Box 129, 
New York 46, N.Y. 


(RUBEROID) 


The accepted quality leader among 
people who know building materials. 
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WARM ayp-CIRCULATING FIREPLACE UNIT 


LMM NSA AMERAE SIE 


Four additional models 
for multiple opening fireplaces. 


HEATFORM EXCLUSIVE ADVANTAGES: 
© CURVED MASONRY DOWNDRAFT ¢ LARGER COOL AIR INLET AND 
SHELF — seals all metal against WARM AIR OUTLET—more 
corrosion — longer life warm air circulation 
e MORE HEATING SURFACE — 
greater heat delivery ¢ CONTACT OF AIR TO ALL HEAT- 
e RIBBED FIREBOX—greater ING SURFACES—no dead air 
strength to prevent warpage pockets in heating chambers 
Architects, builders, and dealers WRITE FOR FREE 
PORTFOLIO FILING KIT OF LITERATURE 
SUPERIOR FIREP LACE COMPANY The pioneer designers & 
manutacturers of heat circulating fireplace units and Hi-Form Dampers 


Dept. BMM-H Dept. BMM-H 
4325 Artesia Avenue 601 North Point Road 
Fullerton, California Baltimore 6, Maryland 


Circle No. 39 on Handy Cover Card 





MULTIPLEX ...a basic display 
for all building supply showrooms 


Leading designers of lumber showrooms include 
Multiplex Display Wings in their plans. They 
specify display units for panelling, floor and wall 
covering, roofing and siding materials, moulding, 
half-brick panels, carded merchandise, etc. The 
multiple-swinging-wing principle provides the ad- 
vantage of floor space economy. If Multiplex is 
not working for you as yet, let us mail you our 
16-page illustrated bulletin. Just tear out this ad, 
write your name in the margin, and mail it to: 


MULTIPLEX DISPLAY FIXTURE CO. 


Dept. EJE1, Warne & Carter, St. Lovis 7, Missouri 
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SIDELOADER MOVES in 10’ aisle to pick 
up load of dimension at Carter-Jones 
Lumber Co., Akron. 


DRIVER BACKS lumber lift from aisle to unload long lengths 
onto flatbed delivery truck at C-J's main yard. 


Narrower Aisles Give 
More Storage Space 


AKRON 

ARTER-JONES Lumber Co. has devised a way to in- 

crease Outdoor storage space without adding to the 

area of its main yard here. Maximum utilization of the 12- 

acre site was made possible by the purchase of a sideloader 
lift truck. 

Superintendent Paul Henry relocated dimension stacks 
to reduce the space between them from 16’ to 10’. This 
enabled him to arrange more piles on either side of the 
long center driveway. 


Units. Each size dimension is placed according to length 
in 4’ wide units piled 30 pieces high. Units are spaced 
and stacked three high. Two stacks are situated side-by- 
side on 8’ beds 10’ af art. 

The sideloader doesn’t have to maneuver. It moves 
straight in the aisles to the required dimension stack. A 
unit load is lifted off and the truck backs out the aisle to 
deposit its load on waiting delivery trucks standing in the 
20° driveway. It takes less than 15 minutes to complete a 
truckload. 

“Minimum maneuvering expedites small order deliv- 
eries,” explained Henry. “This way we have less truck 
downtime, make maximum use of yard labor and get in- 
creased storage area.” 

Yardmen using the sideloader can unload a boxcar of 
dimension in an hour and a half. They average six cars a 
day, adding to yard efficiency. 
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Florida Dealers Advised to Become 


Active in Shell Housing Market 


MIAMI BEACH 

Shell homes offer an excellent mer- 
chandising opportunity to retail build- 
ing materials dealers, especially in a 
climate such as Florida’s. Aggressive 
dealers should consider active partici- 
pation in this market as another step 
toward market diversification. 

That was the advice given members 
of the Florida Lumber & Millwork 
Assn. at their 41st annual convention 
at the Carillon Hotel, April 29-May 3, 
by Harold C. Johnson, assistant vice 
president, Universal C.1.T. Credit 
Corp., Jacksonville, Fla. 

Rising land costs are forcing home 
seekers out of the metropolitan and 
suburban areas, Johnson said, into 
areas where building codes are not as 
stringent. He said the shell house pro- 
gram adapts itself readily to outdoor 
living and sweat-equity construction. 

With an explosive population in 
Florida will come a demand for 
cheaper and cheaper housing, Johnson 
added. Quoting an independent anal- 
ysis prepared for Bevis Shell Homes, 
Inc., Johnson said that 35,600 new 
homes will be built annually in the 
eight southeastern states at an aver- 
age cost of $6,000 for the next 10 


years. 

Most of the homes in this price 
range will be of shell construction, 
it is believed, since it is difficult to 
build a finished home for less by any 
other method. 

“This is a $200 million annual mar- 
ket in this area and retail building 
materials dealers are in an ideal posi- 
tion to capture it,’ Johnson asserted. 
“Now is the time for the retail lumber 
dealer to act. This is one of the 
greatest opportunities ever offered any 
group of businessmen in the state of 
Florida and you are on the threshold.” 

Many shell house promoters have 
offered immediate easy financing and 
got a head start in this field. Now that 
the financing problem has been solved 
for the dealer, he should capitalize on 
the opportunity, Johnson advised. 

A record dealer preregistration was 
announced by L. Vincent Ogletree, 
executive vice president of the asso- 
ciation. Other business sessions cov- 
ered home modernization, employe 
training and labor problems. The 1962 
convention will be held in Jackson- 
ville. 

Newly-elected officers are: Adhe- 
mar Renuart, Renuart Lumber Yards, 


Inc., Coral Gables, president; Hugh 
Williams, Leon Builders Supply, Tal- 
lahassee, first vice president and Joe 
Fernandez, Anderson Lumber Co., 
St. Petersburg, second vice president. 


Three New Warehouses for G-P 


PORTLAND, ORE.—Georgia-Pacific 
reports the completion of three new 
warehouses located in Wallingford, 
Conn., Columbia, S. C. and Sacramen- 
to. G-P now operates 67 distribution 
warehouses across the nation. 


OPORI OARS ROPITO RTS: SOTA: Ss Has 
Dealers or Merchants? 


Paul V. DeVille, immediate past-pres- 
ident of the National Retail Lumber 
Dealers Assn., feels the time is ripe for 
the National to change its name. He 
recommended a name change be con- 
sidered at the spring meeting of the 
NRLDA board of directors in Washing- 
ton last month. 

“Why should we call ourselves lumber 
dealers when 50% of what we sell today 
isn’t lumber?” he asked. DeVille also 
suggested that the word “retail” should be 
given close scrutiny. 

“No one today likes to buy at retail 
prices” he said. “People like to buy direct 
from the warehouse or discount houses. 
We certainly aren’t doing ourselves any 
good in the market place when we call 
ourselves retail lumber dealers. Even the 
word ‘dealers’ has an unpleasant conno- 
tation to many. Are we dealers or are we 
merchants?” 


or 





“He didn’t own a scooter ’til he 


sold his business through that 


Building Materials Merchandiser 


classified ad”’ 


LESS 


For Complete 
Information, 
Write, Wire, 
or Phone: 


FIT MORE 
OPENINGS WITH 


— 


’ so ar 
STOCK! tae 


Whether you’re looking for a new job... 
a new man to fill an old job . . . want to 
buy or sell equipment, lumber, a business 
—you’ll get results by using the classified 
pages of Building Materials Merchandiser! 


Building Materials Merchandiser 


59 E. MONROE ST. @ CHICAGO 3, ILLINOIS 


FINE WOOD MOVEABLE ” SHUTTERS 
Sulphur Springs, Texas § Cartersville, Georgia 





Circle No. 58 on Handy Cover Card 
June 5, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 





= RA a te 


| EUCLID LUMBER SALES, 


has everything to Ss 
money ¢ L: 
| 
i 


YOUR ine | 
HOME fees 
f erictwoage tex: | 


wyiw gareeoon RODHNG 





Sell complete do-it-yourself 


TERMITE 
PROTECTION 


in your store! 
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ain 
offers your customers 
an effective, 
economical method of 
subterranean 
termite control! 


Destructive subterranean termites 
do millions vf dollars worth of 
damage yearly to unprotected build- 
ings. Professional control methods 
may be involved and costly. But 
now the Ross Soil Injector makes 
it possible for every home owner 
to protect his property against 
damage easily and at modest cost. 
The Ross Soil Injector simply at- 
taches to garden hose, Chlordane 
cartridges are placed in cartridge 
chamber and the injection tube is 
inserted in ground near founda- 
tion wall. When water is turned 
on Chlordane emulsion flows into 
soil to form a uniform lethal bar- 
rier that controls termites 
for years and years. Tested 
and accepted for infesta- 
tions and preventive treat- 
ment. Complete Ross Soil 
Injector Kit includes every- 
thing needed to termite- 
proof average home. Show, 
stock and sell the Ross In- 
jector. It’s a wonderful new 
profit item! 
RETAILS FOR $42.50 
Send coupon for FREE 
information and literature 


' ROSS INSECTICIDES, INC. 
115 S. W. 8th Street/Des Moines, lowa 


| Please send complete details and ordering 


information on the Ross Soil Injector. 


@ STORE 
| ADDRESS 


& CITY , hile. — S| ATE. 
BMM-651 


ergs He 
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BUDGET TERMS: + 
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The Perfect Salesman 
(begins on page 38) 





versity. 

Salesmen hustle. The men _ them- 
selves like the whole deal—even out of 
earshot of the boss! They are hus- 
tlers. Many of their best deals develop 
right on the store floor as they tease 
information out of shoppers. 

“Lots of times they come in here 
to price material and we turn them 
into big tickets,” Mooney says. While 
BMM’s reporter was there, Mooney 
did just that with a pair of prospects 
for paneling. He made an appoint- 
ment to talk about a recreation room 
in their basement. 

The Euclid Lumber sales crew also 
knows its own shortcomings. Product 
knowledge is one. 

“Plenty of times, when I’m telling 
a customer some advantages of a par- 
ticular material, I’m just three lines 
ahead of him on the literature we're 
both looking at,” laughs Mooney. 

“I really sweat over estimates” adds 
Bazauri. His solution is as bold as 
Mooney’s—he’s buying a portable cal- 
culator for himself. 

As for the art of selling the big 
tickets and softening the blow of the 
inevitable high-sounding price, both 
Mooney and Bazauri hold off as long 
as possible. When the customer fi- 
nally insists, they give a low monthly 
figure and keep talking benefits. Us- 
ually, it works. 

With a knowledge of what the cus- 





tomer wants and the ability to provide 


PACKAGE REMODELING JOBS sold on budget pay- 
ments are promoted by newspaper ads such as above. 
Euclid Lumber ad promises quality materials, com- 
plete plan service, reliable contractors and financing 
—full DSC (Dealer Sales Control). 


it at a fair price, combined with con- 
fidence born of experience and not a 
little hard-won skill in closing, the two 
can parlay a liking for people into big 
ticket sales. 


signature—is Barney Tessler’s final 
yardstick of a Euclid salesman and, 
like every other sales executive, Bar- 
ney has his favorite test situation. 

Cleveland has an annual Home and 
Garden Show, and Euclid Lumber 
always displays power tools. 

“That’s our post-graduate course,” 
he laughs. “When they go down there 
and close a few sales, then they’re 
salesmen.” 

Last year he and Mooney—mostly 
Mooney—sold nearly 40 big Shop- 
smith units at the show. 

“And if it weren’t for prospects’ 
wives grabbing them by the arm, we'd 
have sold 100 units,” he adds. 

In a good cash-and-carry location, 
with an impulse-shoppers’ store and a 
market full of week-end handymen, 
Euclid Lumber still racks up 40% to 
50% of total sales in Title I business. 
As the “inexperienced” men take bet- 
ter hold, the big tickets flow faster 
and nearly every one is pre-figured to 
a profit. 

Business is good enough for Barney 
Tessler to buy another yard, a small 
one in a small town. He already has 
a manager for the new store, one of 
Euclid Lumber Sales shipping room 
men. He doesn’t have any experience 
either, but he doesn’t have any bad 
habits to unlearn. He’ll learn. He has 
to, because he took a cut in pay to 
get to be his own boss. 
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NOW ... 


Up to 10 Complete 
Doors Per Hour -- 


WITH THE 


MASTER DOOR JIG 


A universal Door Machine which performs all 
operations at one working station and will completely prepare, in 
just a few minutes, a door and jamb ready for hanging. 


MASTER-HUNG DOOR JIG reduces manual operation to a 

peaeg and only ees nn nespilinonmn an AS LITTLE AS At ONE working 

ethcient equipment, You wi 92 amazed how MASIE ml i 

JIG will more than triple your production while your time 1100" location with ONE MASTER-HUNG JIG 

and labor practically vanish. Compare the low cost of MASTER- ONE person - - 

HUNG JIG, which comes complete ready for use, with other Pasi eye  Planes-and Sizes 

door jigs and you will know why the MASTER jig is preferred ee © Routs for hinges on door and jamb 

and accepted by the trade. ® Routs for lock and strike on door and 
For further information write jamb 


MASTER-HUNG DOOR EQUIPMENT co. ro ag lock horizontally and verti- 


King & Franklin Sts. * Pottstown, Pa. * Phone FA 3-0306 
Manufacturers of a Full Line of Pre-Hung Door Equipment 
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Attaches all hardware 





do it up 
eS Etc? W/E 


... With new Featuramic gas and 
electric built-ins Make the connections, then 


slip into place. New Featuramic gas and electric built- 
ins install that simply ...save time and labor costs. Only 
one cut-out necessary for the surface units. And with the 
exclusive mounting plate, ovens level-up automatically as 
they slide into place. 
Easier to sell is the kitchen with a new Brown Featuramic 
built-in. For here is the more she wants for the less she 
wants to pay ... distinctive features and conveniences 
by the dozen for easier cooking, easier cleaning... and at 
a price that is surprisingly modest. Building or remodel- 
ing ...do it up Brown... with a Featuramic gas or 
electric built-in. 

— —MAIL THIS COUPON TODAY —— 

BMM 
BROWN STOVE WORKS, INC. 
CLEVELAND, TENNESSEE 


Please rush full details and specifications for 
the new Featuramic gas and electric built-ins 





Name 
Company 


Street 





Zone State 
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How to increase your profits 
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Anything that floats, floats better on Styro- 
foam buoyancy billets. The lightweight 
billets are easy to cut with hand tools, easy 
to bolt or strap in place. Styrofoam doesn’t 
waterlog, won’t rust or rot, and punctures 
don’t sink it. Do-It-Yourselfers can install 
it easily, or you can. Either way, it’s a 
profitable new market for you. 
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the outdoor living market 


Sell Styrofoam® 
for waterfront construction, 
and sell more of all 
your building products ! 


Now, anyone who owns a boat or 
waterfront home .. . or a marina or 
boat harbor .. . is a potential new 
customer for you. Sell Styrofoam 
buoyancy billets to float docks, 
rafts, boathouses, and you can sell 
more of other materials—nails, 
lumber, tools, paint, bolts, even 
contracting services. 


Styrofoam buoyancy billets are re- 
lied on by marina owners and boat 
operatorsall over the country. These 
low-cost billets are replacing logs, 
pontoons and steel drums for an im- 
portant reason: Styrofoam billets 
provide unsinkable, low-mainte- 
nance flotation for marine struc- 
tures—cutting costs and trouble. 


Here’s a new Dow kit to help you sell STYROFOAM for flotation: 


1. You get free How-To-Build-It plans 
for a floating dock, raft, boathouse, using 
Styrofoam buoyancy billets. 


2. You get newspaper advertising mats 
to help sell you as a complete source for 
all flotation needs. 


3. You get back-up promotional and 
technical literature. 


4. You have access to a 15-minute color 


film on building floating structures using 
Styrofoam buoyancy billets . . . excellent 
for showing to clubs and other organiza- 
tions concerned with waterfront con- 
struction. 


For information on Styrofoam flotation 
billets and on this flotation promotion 
kit, write THE DOW CHEMICAL COMPANY, 
Midland, Michigan, Plastics Sales Dept. 
1S515E6-5 


Other Dow Building Products 


SCORBORD”® (patent applied for). Rigid 
lightweight insulation for perimeters and 
slabs. Pre-scored for easy installation. 


POLYFILM® tough polyethylene film 
with many uses—vapor barrier, tempo- 
rary enclosure, equipment cover. 


STYROFOAM® insulation board for com- 
fort applications. Light weight, perma- 


THE DOW CHEMICAL COMPANY 
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nent low “K”’ factor, effective base for 
plaster or wallboard. 





Styrofoam is a registered trademark of The Dow 
Chemical Company. It is applied only to the 
homogeneous expanded polystyrene made ac- 
cording to an exclusive Dow process. Styrofoam 
brand buoyancy billets are available only from 
Dow and its authorized representatives. 


Midland, Michigan 


Circle No, 41 on Handy Cover Card 





New Sales Aids 
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USE HANDY COUPON ON BACK COVER FOR MORE INFORMATION 








Brochure Tells Dealer Program 


“Your C.AS.H. Book,” a 12” x 18”, 
16-page tabloid held by Crown’s adver- 
tising supervisor Jack Katic above, de- 
scribes the many merchandising aids 
available from his firm. 

C.A.S.H., an abbreviation of Crown 
Aluminum Sales Aids, is the theme of 
the booklet. Distributors will use it to 
explain Crown’s program to dealer-pros- 
pects. Dealers will find it a handy guide 
in preparing promotions of Crown’s alu- 
minum siding and allied building prod- 
ucts. Crown Aluminum. 
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Vina-Lux Premiere Tile Display 


A new merchandising unit, called the 
Vina-Lux Premiere Display Set, is avail- 
able free of charge. It includes six piec- 
es: a 40” x 60” standing unit containing 
a large illustration of a Premiere floor 
room setting and five 15” x 30” gold 
and royal purple streamers. 

The colorful standing unit is gold, 
red and gray and includes an eye- 
catching illustration of a_ well-dressed 
model. Further details are available. Az- 
rock Floor Products. Div., Uvalde Rock 
Asphalt Ce. 
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Promotes Ornamental Iron 


A new freestanding ornamental iron 
display is 8’ high x 2’ wide and has a 
5’-long plywood base. It contains an 
ornamental iron leaf design column, 
bracket, porch and step railings, orna- 
ments and fittings painted an eye-catch- 
ing gold 

A blue-and-gold satin banner is in- 
cluded in the package. All parts are 
standard size. The display is available to 
dealers at a cost of $19.75, much less 
than the cost of the iron alone. Colonel 
Logan Ornamental Iron. 
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Proper Nails for Versabord 


A handy nail folder contains samples 
of the proper fasteners to be used with 
Weyerhaeuser Versabord. The folder al- 
so emphasizes the importance of proper 
design in underlayment nails and also 
the importance of correct assembly tech- 
niques in securing the underlayment to 
the subfloor of suspended wood frame 
floor systems. 

The handy nail folder now is available 
to dealers. Further details may be ob- 
tained from the Silvatek Division of the 
Weyerhaeuser Company. 
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Building 
Materials 


MERCHANDISER 


Self-Selection Tile Center 


A new Ceiling Tile Center mounted 
on custom-made extension poles reaches 
from the ceiling to floor of a dealer’s 
showroom. It holds the complete line of 
Gold Bond acoustical and decor ceiling 
tile samples. 

Full-color selector book of tile pat- 
terns on unit’s counter encourages self- 
selection. A built-in sound box demon- 
strator lets homemakers hear noise-re- 
ducing effect of acoustical tiles. Unit 
also holds a supply of take-home and 
how-to booklets. National Gypsum Co. 
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PlyWelsh Architectural Kit 


A handy new Architectural Kit now 
available contains 8” x 11” samples of 
PlyWelsh prefinished wall panels made 
from selected hardwoods and factory fin- 
ished in 14 decorator tones. 

The kit also contains samples of Ply- 
Welsh prefinished hardwood moldings 
available in nine profile designs and in 
11 finishes in addition to specifications, 
illustrations and descriptive literature. 
Further details about the kit are available. 
E. L. Bruce Co., Welsh Div. 
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plus values 
hardboard 





“We consider these 6 POINTS pay us big plus 
dividends in selling American-Made Hardboard” 


1. ‘‘First there is the problem 
of time. | can pick up the phone 
and get a car at once if | have 
to. We can plan our inventory 
investment and storage space 
more efficiently. 


2. ‘‘We know the American 
producers are aware of market 
changes and new product appii- 
cations so that in the future as 
they have in the past they will 
develop, test and introduce new 
items which will add to our im- 
portance to our customers and 
increase our volume sales. 


3. ‘‘The manufacturer is right 
here and stands behind what 
he selis. This is important in 
bringing customers back, as 
any problems are taken care of. 


4. “In our kind of serve-your- 
self retailing the customers 
have to be largely pre-sold. 
National promotion plus Cen- 
tral’s own advertising provides 
a merchandising push not pro- 
vided by foreign manufacturers. 


5. “Only American hardboard 
manufacturers give us a full 
and complete line of products 
such as textured wood grain 
and siding which are ng oa, 
much interest and are big vol- 
ume items with us. 


6. ‘And most important is 
service. The factory representa- 
tive gives me real help—goes 
through my inventory and pro- 
vides technical assistance to 
my commercial customers.” 


PLUS VALUES OF QUALITY, SERVICE AND SUPPORT 
assured by these leading producers 


Abitibi Corporation, Detroit, Mict 
Bowater Board Company, Catawba 


Edward Hines Lumber Company, Chi 


Evans Products Company, Corvallis 
Forest Fiber Products Company, Fc 


rest Grove 


Georgia-Pacific Corporation, Portland, Ore 


Masonite Corporation, Chicago, III 
Nu-Ply Corporation, Bimidji, Minn 
Superwood Corporation, Duluth, Minn 


Weyerhaeuser Company, Tacoma, Was! 


United States Gypsum Company, Chicago. || 


AMERICAN MADE 
plus-value 


HARDBOARD 





FW CONNMSEUDIEOUID SOC UNO\ME (j= fine 


205 West Wacker, Chicago, Illinois “Plus Values For 
More Profit” 
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(begins on page 72) 
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Kiln-Dried Promotion Kit 


A new merchandising kit is especially 
designed to help dealers promote the plus 
values of Weyerhaeuser 4-Square Kiln- 
Dried framing lumber. 

The kit contains colorful posters, ban- 
ners and pennants for the yard; job signs 
and model home posters; a variety of 
literature, suggested radio spots and 
newspaper ad mats plus a guidebook on 
how to put the kit to work for maximum 
impact. One kit is available free to every 
4-Square K-D dealer. Weyerhaeuser Co., 
Lumber & Plywood Div. 
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Precut Framing Merchandiser 

New Beauty Frames are easily assem- 
bled for bulletin board applications in 
just a few minutes by using Mitre-Tite 
fasteners. A standard carton contains 15 
complete frames (four sides and four 
fasteners), with the 60 Mitre-Tite fast- 
eners in a loose pack. 

A point-of-purchase floor unit above 
is available upon request at one-half 
manufacturer’s cost. It measures 20” 
wide x 16” deep x 4’ high and holds 60 
frames in combination sizes of 2’x2’, 
2’x4’ and 4’x4’. Maple Bros., Inc. 
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For more facts, use 
handy back cover 
coupon. 


Hardwood-Faced Switch Plates 


A new self-service counter unit con- 
tains 67 Shurwood hardwood-faced elec- 
trical outlet covers individually packaged 
in clear plastic envelopes along with an- 
odized screws. The dealer pays $24.30 
for the assortment, which has a retail 
value of $36.43. The covers retail at 
49¢, 59¢, and 79¢. 

Shurwood outlet covers are available 
in sizes and styles matching standard 
electrical switches and outlets. They fea- 
ture genuine wood veneers permanently 
bonded to aluminum. Elliott Bay Lobr. 
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Flintkote Hidden Room Displays 


The major displays in Flintkote’s new 
“Hidden Room” promotion shown above 
are designed to pull store traffic. Totem 
Pole at left promotes the maker’s new 
line of ceiling tile in various colors and 
patterns. 

At right, is the firm’s Tile Salesman 
displaying 9” x 9” floor tile; in front of 
it is a Flexachrome color selector. A 
special offer on the 6-piece screwdriver 
set also is designed to boost store traffic. 
Further details are availablesto dealers. 
The Flintkote Co. 
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Kentile Floor Tile Display 

A new Mosaic Solid Vinyl Tile dis- 
play occupies a minimum of space, meas- 
uring only 56” high, 34” wide and 20” 
deep. It is attractively framed, easel- 
backed and rests on a maroon-colored 
corrugated base. 

The unit contains an impressive 2712’ 
x 27%” panel of Santa Sofia, one of the 
10 Style-Right Colors in the line, ac- 
cented by Avocado and White Feature 
Strip. Unit is topped with a full-color 
photograph of an installed entrance hall 
and living room. Kentile, Inc. 
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Puts Chip Colors in a Brochure 


A new four-page brochure contains 
paper chip reproductions of actual col- 
ors and wood-grains available in the Bar- 
clay panel line. The chips, which are 
paste-ins, represent three wood-grain 
panels and 12 colored panels, including 
gold fleck, in three styles: solidtone, 
tile and streamline. 

Entitled “Custom Created Interiors,” 
the brochure includes color photographs 
of rooms showing Barclay panel installa- 
tions. Copies of the brochure are availa- 
ble to dealers. Barclay Mfg. 
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That’s the difference between one sheathing material and another. 
Insulation board is the one that insulates. In fact, insulation board 
sheathing meets F.H.A. minimum requirements without supplementary 
wall insulation. 

Now the Insulation Board Institute has established a precise rating sys- 
tem (see chart). Soon these ratings will be stamped on every sheet manu- 
factured by our fourteen member firms. Watch for the ‘‘IBI Rated”’ seal. 

Got time for three fast facts? (1) Insulation board sheathing is strong— 
up to five times as strong as horizontal lumber sheathing! (2) Insulation 
board requires 50% less labor than lumber sheathing—and involves at 
least 10% less waste. (3) Insulation board weighs less than half as much 
as gypsum sheathing. Circle No. 43 on Handy Cover Card 


LUMBER (NOM. 1 IN.) 
GYPSUM (1/2 IN.) 
PLYWOOD (5/16 IN.) 





Write for the new booklet, ‘‘How to Save with Sheathing.” 


IBI INSULATION BOARD INSTITUTE 


111 West Washington St., Chicago 2, Illinois 





MEN /n the news 


* M. L. Courington has been promot- 
ed to assistant general sales manager 
for The Celotex Corp., succeeding E. 
C. Rautenberg who retired recently 
after 32 years with the firm. 


¢ Ormie C. Lance will retire from his 
position as secretary-manager of the 
National Woodwork Manufacturers 
Assn. on June 30, terminating 37 years 
of trade association management. His 
successor is James E. Nolan, who has 


been Mr. 


years. 


Lance’s assistant for 11 


* Wm. C. Norman has been elected 
to the newly created position of execu- 
tive vice president and general mana- 
ger of The Crossett Co., Crossett, 
Ark. 


* Emmett E. Stoddard, a 42-year lum- 
ber veteran, retires on May 31, as 
director of field services of the West 
Coast Lumbermen’s Assn. 


* Robert Russell, president and chair- 
man of the board of Miami Window 
Corp., Miami, has been elected presi- 
dent of the Aluminum Window Manu- 
facturers Assn. 





A 
irae) 


¥ 


newest 


addition 


to its family of 


FOREST PRODUCTS 


DOUGLAS FIR PLYWOOD 
in sheathing and sanded, 
exterior and interior, 





DFPA grade-stamped, 
sizes up to 5'x 10’, 

is offered in straight 
cars or mixed cars 


of kiln-dried lumber 


and plywood. = 


Ricwreide 6-2557 
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¢ Fred Sohn, owner of Sun Studs, 
Inc., Roseburg, Ore., was recently 
elected president of Western Forest 
Industries Assn., at the annual meet- 
ing in Seattle. 


* Edward Whitehead has been ap- 
pointed sales manager of Consumers 
Glue Co., St. Louis. 


¢ John M. Wilson has been appointed 
general sales manager of Bostitch, 
Inc., East Greenwich, R. 1. He was 
previously sales manager of the com- 
pany. 


* Alex H. Greenberg has been ap- 
pointed director of distributor sales 
for Crown Aluminum Industries Corp., 
Pittsburgh. 


¢ Theodore R. Armstrong, a veteran 
of 27 years in the building products 
industry, has been named director of 
distribution, architectural and _ build- 
ing products, by Reynolds Metals Co. 


* Sam M. Peek is the new secretary- 
manager of the Cleveland Lumber 
Institute, succeeding Irving B. Water- 
bury, who is retiring. 


* Guy T. Avery, retiring as board 
chairman, Acme Steel Co., Chicago, 
will be succeeded by G. Findley Grif- 
fiths, president, as chief executive of- 
ficer and chairman of the executive 
committee. 


* Robert E. Tobey has been made 
an assistant vice president of Univer- 
sal C.I.T. Credit Corp. and placed 
in charge of the company’s Special 
Products Div. 


* Francis E. Dutcher has been ap- 
pointed general manager of the Build- 
ing Products Div. and elected a vice 
president of Johns-Manville Corp. 


* Leonard C. Rose was elected execu- 
tive vice president of Colorado Fuel 
& Iron Corp., New York. 





Pressure-Treated Fence 
Post Standard Issued 


WASHINGTON—A commercial 
standard CS235-61 for pressure-treated 
wood fence posts with oil-type pre- 
servatives was made effective by the 
Commerce Dept. Feb. 6. It is a volun- 
tary understanding of the minimum 
specifications and requirements of 
wood species, dimensions and _ toler- 
ances, manufacturing methods, wood 
preservatives and pressure-treatment. 


Ceramic Tile Standard 


WASHINGTON—Fourth edition of the 
Commerce Dept.’s “Simplified Prac- 
tice Recommendation for Ceramic 
Tile for Floors and Walls” became ef- 
fective May 29. R61-61, superseding 
R61-44, has been endorsed by ceramic 
tile producers, distributors and users. 
It is the third revision of the original 
recommendation first issued in 1927. 
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New Display Rack 


Doubles Sales! 


Sensational new Hy-Ko ‘Merchandise Mart" has 
been hailed by merchandising experts as the 
“trigger for soaring sales in this field. Five 
panels occupying only 15” swinging space, display 
the entire Hy-Ko line of B-10, R-10, L-100 Reflect- 
ing House & Boat Numbers/Letters, Futura 
Numbers/Letters, and 3 styles of Signs—Day-Glo, 
Reflecting and Futura (merchandise that would 
ordinarily require a 12’ x 12’ wall for salable dis- 
play). All items hang individually for impulse 
buying, and faster inventory count. Rack comes 
FREE with either of two standard assortments. Can 
be wall mounted, or hung on Peg Board, KV, or 
Reflector hardware fixtures. 


Order from your jobber. Write us for circular. 


HY-KO PRODUCTS CO. Cleveland 3, Ohio 
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Hy-Ko Number, 
Letter, and Sign 




















(Here's the one that ) 
WON'T SHRINK 


This modern plastic in 
powder form makes 
lasting repaits in tile, 
wood or plaster. Pays 
dealers a bigger profit. 


WILL NOT SHRINK SELLS BETTER because 








STICKS AND STAYS pyr it WORKS BETTER. 
i 


Most dealer's report: 
“Our sales of Dur- 
ham's Rock - Hard 
Water Putty keep 
doubling, year after 
year.” What's more, 
Durham's Rock- 
Hard Water Putty 
gives you by far the 
best profit margin on 
any product of this 
nature. Use it yourself, and you'll quickly 
see why it sells so fast, and repeats so regu- 
larly. Many patching materials may shrink, 
fall out or chip off. Durham's Rock-Hard 
Water Putty 2 Be not shrink. Absolutely 
not. It sticks and stays put. You can saw or 
chisel it, paint or polish it to a velvet smooth 
finish. Easy to use. Keeps indefinitely. So 
economical. Just mix with water as 
needed. « Packed twelve 1-lb. cans or six 
4-lb. cans to case. Keep some of each on dis- 
play. Available in 25, 50, 100-Ib. drums for 
industrial users. Order from your jobber. 


The PLASTIC Repair Material 
in POWDER Form 
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Joseph O'Neil, Jr. 


Joseph O'Neil, Jr., Named 
BMM General Manager 


CuicaGo—Herbert A. Vance, pres- 
ident of Vance Publishing Corp., has 
announced the appointment of Joseph 
O’Neil, Jr. as general manager of 
Building Materials Merchandiser 
(American Lumberman) and Home 
Maintenance and Improvement. 

O’Neil, whose family has been in 
the retail lumber and building mate- 
rials business serving the greater metro- 
politan St. Louis area for nearly 100 
years, was vice president and sales 
manager of the O’Neil Lumber Co. 

Prior to that time, he was with 
Sears Roebuck and Co. and received 
a thorough retail merchandising train- 
ing in their executive training program. 
In 1955 he became general manager 
and director of Andrews Millwork and 
Lumber Co., located in Chicago. 

For the past three years, O’Neil 
has been assistant to the president of 
Lumbermen’s Mutual Casualty Co., 
which serves the lumber and building 
materials industry. 





Southern Sash & Door Jobbers 
To Meet June 12-13 


MEMPHIs—The 26th annual mem- 
bership meeting of the Southern Sash 
& Door Jobbers Assn. will be held 
here June 12-13 at the Hotel Peabody. 

Kick-off speaker will be Wesley W. 
Wise, editor of Building Materials 
Merchandiser, with an illustrated pre- 
sentation on marketing trends in pre- 
fabrication, shell housing, cash-and- 
carry retailing and the home repair 
market. 

Another feature of the two-day 
meeting will be a panel discussion on 
jobber marketing and selling problems, 
moderated by Carter Wood of May- 
nard Sash & Door Co., with the fol- 
lowing panel members: Clinton F. 
Hegg, vice president in charge of 
sales for Libbey-Owens-Ford Glass 
Co.; J. V. Jones, general sales man- 
ager, Building Products Div., Arm- 
strong Cork Co.; and J. W. Parshall, 
editor of Building Supply News. 
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TECOP-cLIP 


PLYWOOD SUPPORTS 


Stiffen joints between 
panels 

Snug fitting and easy to 
install 

Meet FHA Minimum 
Property Standards as 
substitute for solid 
blocking. 

Reduce labor and material 
costs 

Available for %”, 2”, 
5”’ and %” plywood 


and 


TRIP-L-GRIP 


Framing Anchors 


. First and foremost 
in framing devices 


Write today for: 


1. Free Trip-L-Grip design book 
2. Free samples TECO-H-CLIPS 


<a> 


; 
} 


& & 


BMM - 612 


Timber 
Engineering 
Company 


1319 18th St., N.W., Washington 6, D. C. 
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Remodeling Clinic for 
Handyman Business 


AKRON—Robert Chapman, man- 
ager, Kurtz Lumber Co., conducted a 
series of free remodeling clinics for 
anyone interested every Wednesday 
night early this year, January through 
March. Sessions covered ceilings, pan- 
eling, flooring, floor tile, wallboard, 
windows, siding and kitchen cabinets 
with manufacturers’ representatives on 
hand to answer questions. 

“The clinics were highly successful,” 
Chapman explained. “We averaged 30 
people each night. They came from 
all over the area as far away as West 
Akron. It increased our sales about 
15% during a normally slow period 


too.” 

Chapman plans to hold a new series 
next year, believing it a long-range 
spur to home improvement and handy- 
man business. He says many persons 
in his area near the Goodyear Air- 
craft Co. plant are interested in base- 
ment recreation room projects. 

“We closed the remodeling clinics 
Mar. 22 because the folks were be- 
ginning to get itchy feet, anxious to 
get out in their yards. Interest fell off 
in classes, but has risen, with the com- 
ing of warmer weather, in such out- 
door improvements as wood fencing. 

“We had a 40% increase in red- 
wood basket weave fencing last year, 
and I look for that to go up at least 
another 15% this summer. People like 





New ideas to make new profits! 
BENNETT 2-WAY PANEL SAW’ 


* Give custom-cut panel service, keep buyers 
from “shopping around.” 
* Balance inventory by precutting panels into 


‘““quick-sale”’ sizes. 


* Save manpower—one man cuts and handles 
panels in half the time. 

















Model 483-12 shown cross-cutting Formica 


Here’s the low-cost saw you need to save time 
and money cutting “new size” panels. Cuts are 
amazingly accurate, edges true and smooth. 
Mobile, it’s used in the mill or yard. So safe, 
unskilled help can run it. No need to lift or 
turn big panels. Uses 75% less floor space than 
table saws. Many more work-saving benefits! 
Choose from several models, priced from $287. 
Now made and sold by DeWalt, Inc. 





P= 


Name 


DEWALT, Inc., Dept. BM-661A, Lancaster, Pa. 


() Send me full details on Bennett Panel Saw 
() Send me free, 16-page DeWalt catalog 











Saw swivels instantly 
into rip operation 


ee 


A Black & Decker SUBSWwARY 





Address. 





City. 





*U.S. Patent No. 2,833,320 
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LINED UP at the parking lot entrance to 
Kurtz Lumber Co., Akron, are wood fenc- 
ing and doghouse displays. 


our KD low-priced doghouses, also.” 

Chapman advertised the final Kurtz 
clinic with a 2-column ad giving credit 
to the various manufacturers who aid- 
ed him in holding the series. A 16-mm, 
30-minute color film ‘“Tomorrow’s 
Trees,’ was an added feature at the 
2-hour session. 








in 1961... there's 


Bla BUSINESS 
IN REMODELING 


‘ \ndersen \Vindows 





AR 


Here’s a 4 step plan to help you 
SELL more remodeling jobs 











Andersen Helps Dealers 
Sell Remodeling 

BAYPORT, MINN.—An _advertis- 
ing campaign directed to the home re- 
modeling market is being offered lum- 
ber and building materials dealers by 
Andersen Corp. 

The localized, seasonal direct mail 
push features four mailings of bro- 
chures and “customized messages” to 
homeowners in any retail dealer’s trad- 
ing area. 

Dealers who purchase the program 
from the company or any local dis- 
tributor need only specify the personal 
message he wants included and the 
neighborhoods he wants covered. An- 
dersen will handle all printing, address- 
ing and mailing. 

As shown above, the cover of 
Andersen’s promotion piece states, “In 
1961 there’s big business in remodeling 
with Andersen windows; here’s a 4-step 
plan to help you sell more remodeling 
jobs.” The company will also furnish 
a mailing list if a dealer doesn’t have 
one and pays a “big share” of the cost 
of the promotion program. 
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Armstrong Cork Co. 
Operates Retail Business 


LANCASTER, Pa.—Armstrong Con- 
tracting and Supply Corp., a subsidiary 
of the Armstrong Cork Co., has ac- 
quired the Bristol, Pa., home modern- 
izing firm of Herbert Richheimer of 
Pa., Inc., as part of a marketing re- 
search program for the parent compa- 
ny, J. W. Liddell, president, has an- 
nounced. 

Practical and specific research in- 
formation on the sale and merchan- 
dising of Armstrong’s current prod- 
ucts as used in home modernizing, and 
the development of new products for 
this market, will be obtained through 
the operation of this business, accord- 
ing to Liddell. 

Acquisition of the new business will 
not change Armstrong Cork Co.’s 
present system of distribution for their 
resilient floors, acoustical materials, 
insulation board and other product 
lines. Mr. Liddell said that materials 
and installation for home modernizing 
projects will be secured through regu- 
lar channels. 





Lumber Dealers Branded Price 
“‘Villains’’ by Appliancemen 


Fr. WayYNeE, IND.—Representatives 
of appliance-radio-TV dealers meeting 
here charged that lumber and building 
materials dealers are the “real villains” 
in ruinous price competition of the 
appliance business. 

Consensus of the group was that the 
problem for appliance dealers was not 
the amount of built-in equipment sales 
“central service” lumber dealers made 
to builders, “but the free-standing ap- 
pliance and TV-stereo sales they make 
over-the-counter to anyone.” 

The appliance dealers charged that 
building materials merchants use ap- 
pliance lines to keep builder customers 
happy. They are “resigned” to losing 
that trade. But they object to retail 
lumber dealers giving handymen build- 
er discounts, the appliance dealers 
complained, “to bring in new custom- 
ers in the first place.” 

One appliance dealer said his firm 
was ready to give up displaying built- 
ins. “You spend your time showing, 
but never selling them,” he said. “The 
minute a prospect starts talking built- 
ins you know they are not your cus- 
tomers in the first place.” 





DuPont Develops Chemical 
To Make Non-Drip Paint 


WILMINGTON, DeEL.—Baymal is a 
new, white, free-flowing powder de- 
veloped by DuPont Co. which claims 
it can be mixed with water-based 
paints to help retain color. DuPont also 
says paint containing the new chemical 
can be sprayed on almost any surface 
—such as glass, cellophane and rayon 
—without dripping or smearing. 

Being made to sell at $3.50 a Ib., 
Baymal mixed with water can be 
sprayed or coated on other materials 
to make them heat resistant, the com- 
pany claims. 
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ONE DEPENDABLE SOURCE 


From lightweight sliding doors for barns and machinery sheds to ex- 
tremely large industrial sliding doors R-W offers a track and hanger 
combination designed to meet your customers exact requirements. Each 
is “job-rated” to offer years of dependable service and trouble-free 
operation. Now is the time to check-through your R-W Catalog “ware- 
house” of “profit-plus” hardware specialties. Stock-up now with the 
many fast-moving standard items and keep in mind the many specialties 
that you will want to order on customer request. Remember your R-W 
Catalogs include everything from airplane hangar door hardware to 
vanishing door hardware . . . its your direct line to “extra profits.” 


Track and hanger aprons finished in Gray 
Enamel specifically formulated for R-W to pro- 
vide maximum resistance to rust and weather. 


Heavy-duty construction used throughout R-W 
Hangers . . . available with roller or ball 
bearings . . . most offer both vertical and 
lateral adjustments plus many other impor- 
tant features, 


Write today for com- 
plete information... 
request your free copy 
of Catalog No. A-400. 


Trucks on all 
R-W Hangers are 
cadmium plated 
at no extra 
charge . . . pro- 
tects against rust 
and corrosion... 


Track available in wide 
variety of types and 
sizes to meet specific 
job requirements: 


Hangers available to 
carry doors of very light 
weight to doors weigh- 
ing over one ton, 





Richards-Wilcox 


MANUFACTURING COMPANY 


A HANGER FOR ANY DOOR THAT SLIDES 


226 W. Third St., Aurora, Ill. © Branches in all Principal Cities 
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HOW TO ENTER 


Building Materials Merchandiser- 
Art Hood Scholarship 
Competition 


FOR MANAGEMENT TRAINING AT THE BUILDING INDUS 


To encourage the growth of the Build- 


ing Industries Marketing Institute dealer 
management program, which is based on 
Building Materials Merchandiser’s famed 


workshops, BMM has set up 


the ART 


HOOD SCHOLARSHIP COMPETI- 
TION. 


How to Enter The Competition for 
an Art Hood Scholarship 


i 


In 500 words or less describe three 
merchandising or management ideas 
your company has learned from 
BUILDING MATERIALS MER- 
CHANDISER and how your com- 
pany plans to apply (or has already 
applied) these ideas to your own 
operation. 


* For example, you may have read about 


the O'Connor Lumber Co. in the Jan- 
uary 2 issue and how they service 50 
builders through precut and panelized 
home packages. This may have given 
you an idea to try precutting or as- 
sembling panels. Say so and tell how 
you plan to set this up for your com- 
pany—or how you already have. 


* Here's another example: You may 


have read about the Gallant Lumber 
Co. in the January 16 issue. In Jan- 
uary, 1959 their sales were less than 
$500,000 and steadily declining. To- 
day, two years later, the firm has sales 
of over $1 million annually, balanced 


between builder and consumer 
business. Promotion ideas they 
used to do this may have given 
you some ideas. Write about them 
and how you're planning to adopt 
them for your own operation. 

. Send this 500 word-or-less state- 
ment on your company’s letter- 
head, signed by a corporate 
executive, to: 

THE BUILDING MATERIALS 
MERCHANDISER 

ART HOOD SCHOLARSHIP 
COMPETITION 

BUILDING MATERIALS 
MERCHANDISER 

59 EAST MONROE STREET 
CHICAGO 3, ILLINOIS 

3. A committee of dealer and Art 
Hood judges will select the win- 
ners. 

What the Art Hood Scholarship 

is Worth: 

A full tuition scholarship, amount- 
ing to $350.00 for five-weeks of 
management training. 

Rules of The Competition: 

1. The awards are made to the dealer 
company and consist of a check for 
$350.00 and an engraved plaque, 
designating this dealership appro- 
priately as a MASTER BUILD- 
ING MATERIALS MERCHAN- 
DISER. 


2. The first scholarship winner will 
be announced in the August 28 
issue of BUILDING MATERI- 
ALS MERCHANDISER, for the 
September 5 - October 7, 1961 
session. The winner will be noti- 
fied by August 7 so he can make 
necessary prior arrangements. 

. There are two courses the com- 
pany winning must enroll for, al- 
though one individual may attend 
both sessions or one individual 
from a company may attend one 
session, another individual from 
the same company may attend the 
second. These courses are: 

1. GENERAL MANAGE- 
MENT SESSION (3 Days) 
For general management 
only, covering financial ad- 
ministration, operational 
problems and personnel ad- 
ministration, treating all 
phases of retail management 
except sales management. 

. SALES MANAGEMENT 
SESSION (8 Days) 
For sales managers and de- 
partment managers responsi- 
ble for sales production 
covering everything the sales 
manager has “to know” and 
“to be” to produce a satisfac- 
tory volume of profitable sales. 
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Deadline for September Session Competition: July 10 


TRIES MARKETING INSTITUTE OF PURDUE UNIVERSITY 


4. The scholarship covers tuition for 
both of the above sessions as well 


as full tuition for the following MAIL THIS APPLICATION TODAY! 


courses open to all sales personnel: 


— suasuachissie days) | would like to enter the competition for the BUILDING MATE- 
aoa — RIALS MERCHANDISER-ART HOOD SCHOLARSHIP to attend 
sian the Building Industries Marketing Institute at Purdue University 


. Product knowledge sessi . 
(515 days) eae for the September 5 - October 7 session. 


. A company winning may send one — . 
pw Bet gr Sea | will send my 500-word report on 
or two individuals to the general 


management and sales manage- |__| ideas picked up from BMM later. 
ment courses, and either the same 
or different individuals to the three 
sales courses. 





Please send me more details on how 
to enter. 








. The scholarship covers all fees in- 
cluding texts (covering over 1,000 
pages of lecture material), litera- (Your Name—please type or print) 
ture, working tools, class banquet, 
Certificate of Completion, cost of 
lecture sources, instruction mate- (Name of Company) 
rials, equipment, administration 
and examinations. The scholarship 
award does not include transporta- (Street Address) 
tion, meals or lodging. 














. Deadline for the first Scholar- (City) (State) 
ship to be awarded for the Sep- 
tember 5 - October 7, 1961 ses- 
sions: (Your title or job) 
Entries must be postmarked not 
later than July 10. 
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DENISTON “LEAD-SEAL”’ 
Metal Roofing Nails 


GALVANIZED FINISH ONLY 


LEAD SEAL—The only nail with lead just 
under the head and down the shank. When 
the nail is driven, the hole around the nail 
is plugged with lead and the break in the 
metal is completely covered, to form a perfect 
double seal. 


TRIPLE LOCK—The only nail that has a lock- 
ing bump. As the ‘“‘bump”’ is forced through 
the sheet, the sheet springs back over the 
bump—this effectively prevents the nail from 
working out. The nail, lead and sheet are 
solidly locked together. 


DRIVE SCREW SHANK— The on/y nail that is 
driven on the steel head. Drive screw shank 
makes the nail turn and hold like a screw. It 
holds with a powerful, unyielding grip. 
Threads are deep and sharp because they are 
formed after galvanizing. 


FREE LITERATURE 
Folders ‘‘Avoid Roof 
Leaks” and “How to use 
Deniston ‘Lead-Seal’ Roof- J 
ing Nails’ sent free on 
request. 








Ring Shank Drive 
' Screw Shank 


Accepted Standard of Quality for Over 34 Years 


6000 POUNDS OF PRESSURE is used 
to compress the lead cold, both over and 
under the steel head of the nail as well as 
down the shank. The lead forms 

a perfect seal in the hole made 

by the nail. Heads will not 

“pop”’ off from expansion and 
contraction of roofing nor from 

wind vibration. 


FREE FOLDER ON REQUEST 


BRIGHT OR GALVANIZED 


Price information available from your jobber or write direct. 
Shipped in 50 Ib. cartons. 


THE DENISTON COMPANY 





49th & South Western Avenue « Chicago 9, Illinois 





Yard Display, 
Direct Mail 
Promote 


Farm Buildings 


DENVER—Farm building packages 
are promoted by display and direct 
mail by Hugh M. Woods, Denver. 

“We have had the model on display 
for only two months,” said president 
Robert Woods, “and with the help of 
our direct mail circular, we have net- 
ted five sales.” 

The skeleton building in the yard 
has a sign describing the features of 
the all-purpose barn building: precut 
rigid frames; corrugated steel sides 
and roof; clear-span up to 40’ and 
wall height up to 12’. The firm ad- 
vertises this building at 60¢-70¢ per 
square foot. 

The direct mail piece unfolds to 
picture and describe the 20’x60’ rigid- 
frame machinery shed for $795. The 
complete materials package includes: 
corrugated steel roof and sidewalls; 
2—12’x11’ doors; all four sidewalls 
enclosed; clear span; 10’ vertical side- 
wall height. 

Suitable for poultry and hog houses, 
grain storage and garages, the build- 
ings are flexible in design, allowing 
spans up to 40’ and wall height to 12’. 

Rigid construction is assured, Woods 
points out, by gluing and nailing ply- 
wood gussets on each side of the joints 
of two studs and two rafters, doing 
away with the need for posts and ties. 


NEW RIGID FRAME MACHINERY SHED 
20’x 60’ only *795°° 


Sori bed ge ei 
oe 


USE RIGID FRAME CONSTRUCTION 
On ALL TYPES AND 
SIZES OF FARM BUILDINGS 


Nan ches et tes caters sow 


DIRECT MAIL PIECE describes in detail 
the features of all-purpose barn building. 
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Trendselling 
UTILITY GRADE WEST COAST LUMBER 


“Our Re-sale Volume is Terrific with 


utility | UTILITY GRADE WEST COAST LUMBER” 
oo says Larry Chilton, manager, 


ACE BUILDING SUPPLIES, VANCOUVER, WASHINGTON 





{ 


“Utility grade stays sold with our builder customers. After they use it they 
are convinced of the money-saving results, and re-order. Utility grade is 
too prey being used in this area for quality homes ranging in price from $10,000 to 
cations... plus span $25,000,” Manager Chilton concludes. 
tables. Sell Utility grade West Coast Lumber for floor joists, wall framing, 
sub-flooring, ceiling joists, rafters, laminated roof decks, plank roofs and 
sub-floors on beams.* It is a grade that gives a realistic profit to both 
retailer and builder for construction of One and Two Living Units.* 
ee Te eT Te Utility grade has its place in every type of quality construction... resi- 
with FHA Minimum Property dential or commercial. 


Standards for One and Two 
Living Units, FHA Bulletin 


No fon WEST COAST LUMBER 


West Coast Douglas Fir * West Coast Hemlock * Western Red Cedar © Sitka Spruce * White Fir 
West Coast Lumbermen’s Association * 1410 S. W. Morrison St., Portland 5, Ore. 
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Classified 
Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 


Rates: 


1 Time—30c per word for each insertion. 
Minimum charge of $1.50 per line. 


3 Times—25c per word for each consecutive 
insertion. Minimum charge of $1.25 
per line. 


Add $1.75 per insertion for blind ads bearing 
box number. 

No agency commission or cash discount 
allowed. 


All ads for classified section must be in Pub- 
lisher's office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
owed. Replies forwarded without additional 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 
mailing copy for ads address them to: 


BUILDING MATERIALS MERCHANDISER 
59 East Monroe St., Chicago 3, Ill. 
Phone Fi 6-7788 





HELP WANTED 





SALES PROMOTION POSITION 
available for an experienced man in the mid- 
west with a large well-established lumber 
manufacturer. Opportunity for an aggressive 
capable salesman who can build sales through 
effective promotion. Address Box P-51 Build- 
ing Materials Merchandiser. 





Inside Salesman and Order Clerk—must 
have experience in selling lumber and build- 
ing materials. Excellent opportunity for am- 
bitious young man with a very fine com- 
pany. Address Box P-57, Building Materials 
Merchandiser. 





HELP WANTED 








BUSINESS FOR SALE 











SALESMAN FOR IMPORTS 


Established following in Building Material, 
‘Do-it-yourself’ Trades to sell fast moving 
promotional imported products. 


HURRICANE IMPORT CO. 
70 Tenth St., San Francisco 3, Calif. 





SALES REPRESENTATIVE 
WANTED 





SUCCESS FOR SALE(s) 


The rare opportunity to be in on the 
launching of a new major supplier 
of wood kitchen cabinets is yours for 
the writing. 


We are anxious to contact all ener- 
getic men successfully selling in local 
areas throughout the nation. 


We have an original and exciting 
proposition for all able individual 
salesmen and stocking distributors. 


Our inaugural line of wood cabinets 
is styled and priced right for volume 
sales and made right for impressive 
profits. 
Let us know where you are; about 
the background that has made you 
successfull in your area, and we will 
put in your hands the most exciting 
sales program and product presenta- 
tion that cannot be equaled. 
Write in confidence to: 
Sales Manager 
HAMILTON CABINET COMPANY 


Mifflinburg, Pennsylvania 





Manufacturer’s Representative wanted by 
major pearl plastic manufacturer. New con- 
cept in 3 dimensional wall and furniture 
treatment. Designed to provide maintenance 
free beauty and function at sensible cost. 
Please write fully including products car- 
ried, territory covered and references. Com- 
mission. Address Box P-65 Building Materials 
Merchandiser. 





Manufacturer of well established line seeks 
full or part time representative calling on 
leading lumber and hardware dealers—Illi- 
nois, Chicago, Wisconsin. Address Box P-66 
Building Materials Merchandiser. 





Unusual Opportunity 

Majority stockholder, past 75 years old, of 
long established, financially strong Lumber 
and Building Supply Company in Central 
Florida has an opening for an experienced 
general manager—good salary, bonus, and 
stock options to man who can as: Must 
have had successful Building Supply back- 
ground. Write fully in strict confidence. 
Address Box P-60 Building Materials Mer- 
chandiser. 





SALES OPPORTUNITY for a proven whole- 
sale lumber salesman calling on the retail 
lumber trade in North Central Indiana and 
Northwestern Ohio. Our company is a well 
established 30 year old concern with all of 
our salesmen earning in the low to medium 
five figure bracket. If interested and if am- 
bition and drive above average, write giving 
complete resume to Box P-61 Building Ma- 
terials Merchandiser. 





Experienced Lumber Salesman: Outstanding 
opportunities for experienced Retail Lumber 
salesmen. Large Midwest Lumber Company, 
needs men sufficiently experienced to sell 
consumer and remodeling trade. Energetic, 
imaginative and merchandising-conscious 
men only will be considered. Salary and 
commission. Address Box P-63 Building Ma- 
terials Merchandiser. 





Experienced new construction salesmen. 
Large Midwest Lumber Company has op- 
portunity for aggressive commission sales- 
men. Only energetic and imaginative men 
need apply. Address box P-62 Building Ma- 
terials Merchandiser 


84 


Wanted Salesmen who can produce. Forest 
Products Company, Box 136, Spokane, Wash. 





BUSINESS FOR SALE 











For Sale—Lumber yard and hardware, with 
large office and show room, located on seven 
acres of ground at edge of city, on main 
highway, in central Ohio. Owner will help 
finance. Address Box P-47 Building Materials 
Merchandiser. 





LUMBER YARD FOR SALE 
For sale retail lumber yard and hardware 
store in southeastern Iowa. Newly remod- 
eled showroom and office. Plenty of lumber 
storage. Building, land office and uip- 
ment. Will inventory. Address Box P-56 
Building Materials Merchandiser. 





Lumber, Millwork, Building Material Busi- 
ness, Frontage U. S. Highway. Private Sid- 
ing. my” Inventory, Equipment, Re- 
tiring, Price $33,000.00. Low overhead, money 
maker. Contact owner. Walt Swanson, Route 
1, Lake Geneva, Wis. 





Wholesale and retail business. In growing 
Lexington, Ky. Very fast growing and profit- 
able established business. Active or inactive 


part interest for sale. Would require at least, 


$50,000 cash. Well worth the investment and 

with a brilliant future. Davis T. Bohon, 

agg OO ats Bank Building, Lexington, 
y., 3-1515. 


Lumber yard, including large ainting, 
plumbing and hardware business. Real op- 
portunity, owner retiring. Located in one of 
the fastest growing towns in midwest. Doing 
$150,000 annual business. Will inventory out 
and lease yard. Address Box P-49 Building 
Materials Merchandiser. 





For Sale Operating Sawmills and Planing 
Mills Northern Idaho and British Columbia 
owners Forest Products Co., Peyton Build- 
ing, Spokane, Wash. 





Eastern Iowa Lumberyard, well established, 
good reputation. Ideal for cash and carry 
operation. Property may be leased. Address 
Box P-64 Building Materials Merchandiser. 





MISCELLANEOUS FOR SALE 











CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA SPECIALTY CO. 
119 North Fourth Street 
Minneapolis 1, Minn. 





Ponderosa Pine de Mexico 
Available 120 mbf 1 x 4 S4S 25/32 C & Btr 
(10%D) Soft textured Mexican Ponderosa 
Pine. Write American Representative, P. O. 
Box 88, Ft. Worth, Texas 





RAILS WANTED 











RAILS: New and Relaying. Bought and Sold. 
1000 Good Serviceable Kiln Trucks in stock. 
M. K. FRANK, 480 Lexington Ave., New 
York 17. 400 Park Bldg., Pittsburgh 22, Pa. 





Texans Open Drive for 
More Wood in Schools 


HoustonN—What may be the 
opening wedge to get more lumber 
used in Texas schools and small 
commercial buildings has been driv- 
en by the Texas Lumbermen’s Fire 
Insurance Committee here. It is com- 
posed of representatives of the Lum- 
bermen’s Assn. of Texas, the Houston 
group, Southern Pine Assn. and Na- 
tional Lumber Manufacturers Assn. 

Main theme of the first committee 
session under chairman Latane Tem- 
ple, general manager, Temple Lumber 
Co., was “the discrimination in Texas 
fire insurance rates for wood school 
construction.” Temple said coinsur- 
ance credits for wood schools avail- 
able in most other states are denied 
Texas school boards. Credits allowed 
in 60% of the states for use of wood 
impregnated with fire retardants ac- 
ceptable to the Underwriters Labora- 
tories are denied Texas school boards. 

“The gradual loss of important 
markets for wood through causes such 
as insurance rate discrimination, re- 
quires aggressive, concerted action,” 
Temple said. 

Regular committee members, be- 
sides Temple, include Dick Watkins, 
LAT, secretary; Jim Bridges, Milton 
Cravey, T. M. Orth, Lee R. Slaugh- 
ter, Jr. and Clyde Thompson. Advis- 
ory members are Joe Butler of the 
Houston group; Gene Ebersole, LAT; 
R. W. Kilborn, NLMA; Dave Lucas 
and Walter Schellhase. 
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e Versatile 
e Low-Cost 
e Matching 


Virola 


MOULDINGS 


Satin smooth hardwood 
moulding of blond 
virola, in 12 patterns 
and matching jambs. 


Excellent workability. 


Blond color permits 
staining, either light 
or dark, to match all 


hardwoods. 


Fast shipment on large 


or small orders, 


Send for free 
samples, today! 


Virola MOULDING 
COMPANY OF AMERICA 


210 EAST MONUMENT STREET 
BALTIMORE 2, MARYLAND 
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ALWAYS SELL GENUINE 


tiadsle et Oe 


CLEA 





REDUCE delivery costs. 


UNLOAD a LOAD or HALF LOAD at a time 


with an 
R-B ROLL-OFF 
truck body 


Complete bodies shipped KD. Easily installed. 


Write for Free Literature 


MOLLY CORP., Reading, Pa. 


Write, wire or phone for catalog and prices. 


The R-B Co. 


1921 Guinotte, Kansas City 20, Mo. 
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REPRINT SERVICE — Building Materials Merchandiser 


LEARN ALL ABOUT 


Cash & Carry 


Lumber & Building Materials Yards 
@ Award-winning field reports from this 
magazine now available in a 1961 trend 
reprinti—$1 a copy. 
@ Send remittance with order to: Reprint 
Editor, Building Materials Merchan- 








PUTTING UP THE 
CEILING . 


A complete ‘packaged”’ line, an at- 
tractive illuminated display and our 
lowest price policy can mean extra 
remodel and basernent business for 
you too. 


Send for FREE descriptive literature. ¢ 





; attractively 
* line 


|A beautiful redwood and 
| brass unitized, illuminated 
display system that sells 
| recessed fixtures is avail- 
| able. A minimum space of 
ionly 16” x 30” x 8” will 
‘show off’’ the 


« 2 LS A N ELECTRIC COMPANY 


diser, 59 E. Monroe, Chicago 3, Illinois. 146 MOTT STREET * OCEANSIDE, N.Y. 
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Overheard at the corner bar: “I simply don’t understand 
how those Russians can be so nasty. Two drinks of vodka and 
I love everybody” 

* ” * 


She: “Pardon me for slapping you. I thought you were 


trying to steal my brooch.” 
x & 


College professor: “Do you realize that in 1,000 years there 
will be just about standing room for the people on earth? a 
Student: “In that case, maybe the birth rate will go down. 

~ - om 


“What’sh your wife shay whey you shtay out like thish?” 
“IT haven’t got a wife.” 
“Then whatsha idea of shtaying out sho lat 


> * * 


— ANNOUNCEMENT — 

PATRICK and MAUK, INC. started sawing Old Growth 
Douglas Fir logs on May 8th! This is our completely new saw- 
mill just completed at Ronald, Washington. 

You will now be able to purchase kiln dried Hemlock and 
Douglas Fir dimension from this modern mill. Submit your 
requirements now and after seeing the first car, we know you 
will be a PATRICK and MAUK customer for many years to 


come. 


e?” 


* ” - 


Simple Celia says there are two types of girls—those who 
can get any man they like and those who can like any man 
they can get. 

” * + 


Mary: “Do you believe in heredity?” 
Sherry: “Sure. My boy friend has his mother’s brown eyes 
and his father’s blue convertible.” 
o 7 o 


Mark Anthony, on first seeing Cleopatra: “Zounds! A per- 
fect XXXVI!” 


* * + 


Do You Know What Dep'’t.: 

Do you know what June is? The month when schools turn 
graduates out to get an education. 

Do you know what an education is? What a chorus girl 
gets by stages and a college girl by degrees. 

Do you known what wisdom is? Buying MAUK. 


oa « ” 


MAUK Seattle Lumber Co. 


Seattle, Washington 
* * * 


The C. A. MAUK Lumber Co. 


Toledo, Ohio 
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New Literature 


POET COL CC Pee oT ce ee cE ceE 
Time-Saving Card—See Back Cover 


“WPA Utility Spans and Uses” is the title of an 8'2”x11” 
brochure, which pictorially demonstrates WPA Utility grade 
lumber in 10 species. Included is a color photograph of a 
typical selection of Utility grade lumber in commonly avail- 
able standard widths, with grade description for each of the 
species shown. Western Pine Association. 

Circle No. 234 on Handy Cover Card 


Floor Refinishing. A 13-page, pocket-size booklet shows and 
tells the do-it-yourselfer how to easily and economically re- 
finish old and worn wood floors. It includes an illustrated list 
of rental equipment and supplies needed, also tips on ‘the use 
of a 13” rental disc sander. American Floor Machine Co. 


Circle No. 235 on Handy Cover Card 


“The Story of Hardboard,” from forest to end-uses in the home 
and industry, is told in a 16-page illustrated booklet available 
free of charge. Step-by-step processes in the manufacture of 
hardboard are clearly described and augmented by charts and 
definitions of terms. American Hardboard Association. 
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Prime Windows. A 12-page catalog along with three supple- 
mentary bulletins give specifications on the Rogers line of alu- 
minum prime windows and doors. Full-scale sketches show 
interior construction of the extruded aluminum members and 
mounting requirements. Text describes each window style. 
Rogers Industries. 
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Plank Flooring. The Harris Colonial Plank Flooring line is 
reviewed in a free four-page illustrated folder. Complete in- 
stallation instructions are given. Harris Mfg. Co. 

Circle No. 238 on Handy Cover Card 


Bathroom Cabinets. A new cabinet catalog, issued on the oc- 

casion of the maker’s 60th Anniversary, reviews a greatly ex- 

panded line of bathroom cabinets and accessories, wall-hung 

mirrors and fluorescent lighting fixtures. The Grote Mfg. Co. 
Circle No. 239 on Handy Cover Card 


Built-Up Roofing. A comprehensive 52-page built-up roofing 
manual reflects a new approach to the organization of infor- 
mation and specifications for Barrett-bonded roofs. Included 
are new specifications requiring a coated base sheet over all 
forms of roof insulation plus recommendations for temporary 
roofing. Barrett Division, Allied Chemical Corp. 

Circle No. 240 on Handy Cover Card 


Proper Care of Tile Floors. A new up-to-the-minute guide 
on cleaning, waxing and protecting resilient tile floors is avail- 
able. Called “Easy Does It,” the folder contains quick tips 
for bright and shining floors, including rubber, custom cork, 
cork, asphalt and all vinyl tiles. Kentile, Inc. 

Circle No. 241 on Handy Cover Card 


Iron Railings and Columns, Easyfit do-it-yourself line of orna- 
mental iron railings and columns for interior and exterior use 
is fully reviewed in a new four-page catalog, with ordering 
data. Locke Mfg. Co. 

Circle No. 242 on Handy Cover Card 


Barclay Panels. An eight-page catalog fully details the ad- 
vantages of Barclay’s melamine-coated panels and random- 
grooved Plank plus Barclite’s reinforced fiberglass panels for 
interior and exterior use. [lustrations show numerous home 
uses for the products and how they may be used in color and 
pattern combinations. The Barclay Mfg. Co. 
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Paint Brushes. A new catalog contains complete data on 
more than 175 varieties of brushes both for the do-it-yourself 
and professional painter. It includes a complete description of 
Adam’s Flagship Marine brushes for the boat and yachtsman 
plus numerous merchandising aids available. The catalog is 
free. Adam’s Brush Mfg. Co. 
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Strong, 
Modern, Stee 
Dependable 








TRUSCON ANNOUNCES Tne Nen PORT 


LOWEST COST, MAINTENANCE-FREE 
DOOR AND FRAME COMBINATION 


Slit 





Packed with Time-saving, Money-saving 
Features for Builders: 
Faster installation. Factory-fitted frame goes up in 
minutes; unique hinge makes door hanging a one-man 
job in seconds. 
Prefinished. The NEwportT Door is furnished with a 
heavy coat of durable baked enamel. 
No mortising, fitting, sanding, or hardware prepara- 
tion. Door and frame delivered with hardware as a 
complete unit. 
Maintenance-free because it’s steel and can’t warp, 
swell, shrink, twist, or rot. 

A slim-line beauty with the rugged durability of steel, 
the Newport Door has a special acoustical core that 
shuts out noise, makes operation whisper-quiet. 


Easy To Stock and Easy To Sell 

You sell a complete package... door, frame, and 
hardware. No problems with costly call backs or returned 
merchandise. Your stock backed up by Truscon’s nation- 
wide warehouses. Builder satisfaction assures reorders. 


Ask your Truscon representative or mail 
coupon today for full information on the 
NEWPORT... newest idea in door and 
frame combinations, with lowest “in- 
place” cost to the builder. 


REPUBLIC STEEL 


TRUSCON DIVISION 


Youngstown 1, Ohio 
REPUBLIC HAS THE FEEL FOR MODERN STEEL 


i=) 


REPUBLIC STEEL CORPORATION 
TRUSCON DIVISION e¢ DEPT. A-2257-B 
1058 ALBERT STREET ¢ YOUNGSTOWN 1, OHIO 
Please send me additional information on: 
O Truscon Newport Door and Frame (Series 612) 
0) Truscon TarTAN Frame (Series 610) 
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This card good until Sept. 15, 1961 
Advertised Products June 5, 1961 
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New Products, Sales Aids, Equipment, 
and Literature 
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eS Sales-Producer! Floors like the above—created with Kentile “Terrazzo” Vinyl Asbestos 
- ! THE SATURDAY EVENING POST, HOUSE & GARDEN, and 12 other leading magazines— 
r=) < 1 
ae A P > e - ‘ . . . e + * 
aii 3 Biggest advertising in the tile 
uw 3 r] a m4 P Je e 
ou a ie o . . Y 7 y 2 ; ny . 
>isi/s B- | Another reason why Kentile Floors mean | 
X z2 w x “ : 
aft a A&M ‘ 
ui E> O .. ce —- a ' 
xeselz qo x ‘ National advertising for the Kentile* Floors line keeps telling cus- 
“ pod — 4 >i . . ‘ . r . ee 
Mss s fs Os. ‘ tomers a convincing quality and value story ... keeps Kentile Floors 
ov ° : eae eee ‘ 
> 3e < a 6 ‘ in demand all year long. And—over 150 distributor warehouses 
as : . , i ; ‘ 
wee Fe) z a ' across the country make sure you don’t miss a single sale. They ‘ 
= bi aw 2 ‘ make shipments to you—on any Kentile product—usually within 
‘ . ‘ sree d ‘ 
= z 24 hours. No need ever to carry big stocks! 
= 
1 More information? Contact your nearest 
d a 
= f Kentile Floors Regional Office shown below. K/E|N|T|I/LIE 


i 58 Second Ave., Brooklyn 15, N. Y. * 350 Fifth Ave., New York 1, N. Y. © 3 Penn Center Plaza, Philadelph 
900 Peachtree St., N.E., Atlanta 9, Ga. ¢ 106 West 14th St., Kansas City 5, Mo. ¢ 4532 So. Kolin Ave., Chi 
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Asbestos Tile—are advertised steadily in LOOK, 
vugazines—plus 324 newspaper magazine sections. 


tile business. 
an extra profits for you! 


More reasons why it pays you to 
handle Kentile Floors 
¢ Complete line. Includes Asphalt Tile, Vinyl 
Asbestos, Solid Vinyl, Rubber, Cork Tile. 
¢ Famous Kentile guarantee. Backs each and 
y tile you sell! 
e Space-saving displays. You sell the entire 
Kentile line in a minimum of space. 


HB} BROORE 


, Philadelphia 2, Penn. ¢ 55 Public Square, Cleveland 13, Ohio 
n Ave., Chicago 32, Ill. © 2929 California St., Torrance, Calif. 





